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oe Proofs 


id Gold portrays a soldier’s girl | 
id sewing on his new chevron 

vo to one that the new private 
firs’ class will have to have the job 
done over by the regular company 
- oo 

.n illiterate barbarian once 

ted over “total” and “all out” 


judging from the popularity of 
e adjectives in current ads, Herr 
cklgruber is now working in 
copy department of an American 
ertising agency. 


oe 


\ Canadian advertising man pro- 
tests against the United States habit 
of appropriating “America.” Can- 
ida is as American as its neighbor 
on the South, he asserts. 

God bless America. 


a 
‘Your money goes further in 
Maine,” says an ad. 


But faster in Florida. 


7, FF F 


If, as the advertisements 
us, Paul Revere 
Copper and Brass, Inc., in 1801, in 
what year did or did not Abraham 
Lincoln establish a well known life 
insurance company”? 


inform 
founded Revere 


v v v 
Listerine introduces an interest- 
ing variat‘on on 


loved boy-meets-girl theme: 


“Kissing will often spread colds. | 


When you kiss someone who has a 
cold, gargle Listerine Antiseptic as 


soon after as possible.” 


vgs? 


Understatement by Central Man- 
ufacturers’ Mutual Insurance Com- 
pany: “You'll pay more for a car 
today.” 

v 7 F 


A cigar manufacturer pictures a 
naval officer taking a prominent 
part in the Easter parade with a 


stogie protruding from his oral cav- 
ity at a jaunty angle. 

Looks as if some of our best- 
known agency men will have to 
take the Navy’s V-17 indoctrination 
course, 

. + 8 
‘Why 


crow a?” 


am I always alone in a 
asks the girl in the Cash- 
mere Bouquet soap ad. 


We often feel that way, too. 


_ = 


lo 5 out of 7 women—new love- 
‘iness in three minutes,” says Hud- 


The other two will never land the 
one man out of seven who shaves 
day. 

7 v v 
Hearing that the government is 


*xperimenting with nylon instead 
{sik in paper money, Gladys the 
Beauiiful Receptionist wants to 
‘nov. if this will make dollars last 
mgr and stop runs on banks 


vr? 

Th Dobner Company says that 
duri.g these unsettled times it is 
‘he d ty of every parent to see that 


eir child has some means of 

dent ication.” 

UN mly the times, but the lan- 

suage seems to be unsettled. 
,ryY 

a... Horner says The Market 

Gta |'‘ook is invaluable in plotting 


ing coverage. This is the 
“nd © plotting that a lot of media 
\ ould be willing to engage in 
juration. 
Copy Cus 


| tors 


| proposal 


Hollywood's be- 


fs Editorial Freedom 
Holds Spotlight 


at Curtis Meet 


Officers Reelected; 
Journal’ Holds Sales 
at Higher Price 


Philadelphia, April 16.—Curtis 
Publishing Company stockholders, 
meeting here yesterday, rejected a 
proposal that the company’s direc- 
censor all material published 
in The Saturday Evening Post. The 
for shifting editorial re- 
sponsibility from the editors to the 
board was advanced by Archibald 
Palmer, attorney for a minority 
stockholder, who offered to with- 
draw the injunction suit he filed 
last week against the company and 
its directors, if the proposal 
accepted. 


The stockholders voted down the 


proposal unanimously, except for 
those whose proxies Mr. Palmer 
held. They also reelected all direc- 
tors, and approved an amendment, 
contested by Mr. Palmer, providing 
that officers and directors be reim- 
bursed by the company for legal 
costs, expenses and counsel fees 
incurred in any action’ brought 
against them as officials of the com- 
pany. 


Discusses Mayer Article 


Walter D. Fuller, president of 
|Curtis, read the stockholders an 
‘| 1l-page statement, more than half 
of which was devoted to a discus- 
sion of editorial policies, editorial 
freedom, and the text of the adver- 
tisement which Curtis published 


yesterday in 12 
coast to coast, as a result of the 
attacks which have been leveled 
against it in connection with the 
article, “The Case Against the Jew,” 
which appeared in the March 28 
issue of the Post. The advertise- 
ment asserted that the Post is not 
anti-Semitic nor “anti any group.” 
Quoting an editorial written by Ben 
Hibbs, new Post editor, which will 
appear in the magazine’s May 16 
issue, the advertisement asserted 
that “it was the hope of the former 
editor of the Post” (Wesley Winans 
Stout) that the article in question 
and two preceding articles “would 
afford an intelligent basis for the 
discussion of a question which .. . 
has caused untold grief in many 
parts of the world. Unhappily, 

. Mr. Mayer’s discussion has been 
widely misunderstood. . . That one 
misunderstood article in the Post 
could have caused so much anxiety 
in the minds of its readers is a 
matter of very real sorrow to the 
new editor. He regrets, above all, 
that some hurt may have been done 
to America at a time when national 
unity is needed as it never was 
needed before. He asks all Post 
readers to believe that these words 

(Continued on Page 38) 
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BREAD GETS TOP BILLING IN TEST 


ese Mew Reve Ca: Mom Fighteng F ante Lane 


(aeons, NOW YOU CAN TELL 
“pone RES!) WHICH KIND OF BREAD 
7S BETTER FOR YOUR FAMILY 


er ree met 2 mts sees ema gH) , 
. + QA Cocke Sam! Vere's the Eaves Virawen 


Se oe me ee Js 
cesses | and Miveaa Bread you recommend 
. 


| 
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These are samples of newspaper advertisements tying in enriched bread and flour 
with the government's test drive last week in South Bend, Ind., to make John Q. 
Public more conscious of its nutrition program. 


‘Quote Sheets’ 


for Wartime Copy 
Offered to Admen 


OFF Musters Examples 
of Outstanding Ads 
for Voluntary Reprints 


| 


Drastic Shellac 


Order Hits Disc 
Making Industry 


Hunt New Materials; 
Hope to Keep Retail 
Outlets in Business 


New York, April 16.—Caught By A. P. MILLS 
completely off guard by the sever- Washington, D. C., April 16.—Ad- 
ity of WPB's conservation order Vertising’s wartime role and the 
restricting use of shellac, major 


government’s part in it were clari- 
fied today when it was learned that 
the Office of Facts and Figures will 
begin to issue soon regular series 
of “Quote Sheets” reproducing ad- 
vertising war themes which is 
considered consistent with the war 
program. Copy may be _ reprinted 
for use by national or local adver- 
tisers or used as a model for similar 
campaigns. 
Participation 


phonograph companies today faced 
complete reconstruction of their 
production and marketing policies. 

The order, issued Tuesday in 
Washington, limited the disc 
makers to 30 per cent of last year’s 
consumption of shellac, which is 
imported almost’ entirely from 
India, and is needed vitally by the 
Navy and the merchant marine as 
a barnacle - resistant underwater 
paint. 

Frankly admitting that plastic 
substitutes for the shellac-bound 
pressings could not fill the gap, the root 
record makers redoubled their "8 0” war themes and the repro- 
efforts to find new materials and pe hp _, ee . those 

a am . in ads adjudged most worthy of emu- 
Soe te aie market alive, Ex._| lation. The Advertising Council is 
isting plastics are either far too cooperating by henner national 
expensive for consumer recordings, COPY, While OFF's own intelligence 
or as essential to the war effort as division covers the local field. 
shellac. The program was described to 

Makers of broadcast transcrip- ADVERTISING AGE today in an inter- 
tions were virtually unaffected by View with Vaughn Flannery, former 
(Continued on Page 36) 34) 


on 


by advertisers and 
media is entirely voluntary. The 
plan, reduced to its simplest terms, 
involves the review of all advertis- 


(Continued on Page 


Last Minute News Flashes 
New Drive Features G-E Electronic Radio Tubes 


New York, April 17.—A new magazine drive highlighting G-E elec- 
tronic radio tubes has been launched by General Electric Company 
initial copy appearing in This Week Magazine and The Saturday Eve- 
ning Post. Three more magazines will be added to the schedule shortly, 
with insertions running about once a month until December, through 
Maxon. Inc. Earlier this week G-E launched another campaign on the 
general theme of the “electronic era” in Business Week and Time, with 
a third magazine yet to be added, through N. W. Ayer & Son. 


Goodyear Launches Campaign to Boost Production 

Akron, O., April 17.—A teaser “eight-ball” campaign conducted here 
by Goodyear Aircraft Corporation via newspapers and radio was revealed 
today as a labor-management move to stimulate production and morale 
of Goodyear war workers. Tied up with giant workers’ rallies, the use 
of plant signs and banners, and other promotion, the drive is reported 
so successful that it may be used as the nucleus of a national campaign 
to accelerate war plane production 


“Cosmopolitan” to Boost Newsstand Price in June 

New York, April 17.—Cosmopolitan will advance its newsstand price 
from 25 to 35 cents, and its subscription from $2.50 to $3.00, 
with the July issue, out June 6. 
a test in several cities. 


Three Named Vice-Presidents of Ruthrauff & Ryan 

New York, April 17.—Ruthrauff & Ryan today elected the following 
vice-presidents: F. Stanley Newbery, Jr., research director; Quincy G. 
Ryan, account executive; and Walter G. Smith, media director. 


beginning 
Decision to increase the rate followed 


, with | 


i} the newSpaper, 


Promotion Lags in 
| South Bend Test 


Ne Nutrition Drive 


Education Gets First 
Emphasis in Nutritional 
Drive in Indiana City 


By JOHN CRICHTON 
(Picture on Page 39) 


South Bend, Ind., April 15.—The 
“all-out” promotional push for the 
nutrition program sponsored by the 
Office of Defense Health and Wel- 
fare Services here this week, which 
is supposed to serve as a test and 
a pattern for nation-wide promo- 
tion, presented a confused picture 
to the scores of observers here this 
week to analyze the value of the 
effort, and if possible, to translate 
it into terms of their own coopera- 
tion 

Primary attention seems to have 
been given to the publicity and 
educational aspects of the situation, 
with the result that the promotional 
and advertising circus which was 
supposed to take place here this 
week is strictly of the side-show 
variety. 

Much of the advertising promo- 
tion which was to have pulled all 
stops and bellowed out in full force 
seems to have become a rather gen- 
tle melody. Only in one medium, 
does a comprehen- 
sive selling job seem to be in prog- 
One of the commonly-ad- 
vanced reasons for the general lack 
of intensive promotion is that the 
try-out drive is to run only a week, 
too brief a time for radio and out- 
door to set up their schedules and 
put on pressure. One sales man- 
ager declared, however, that the 
promotion had “slipped up on South 
Bend,” and charged that public 
apathy could be traced to a rather 


ress. 


lethargic build-up accorded the 
nutritional program. 

Despite the many observers for 
national advertisers and agencies 


on the ground to see the nutritional 
tie-up function with advertising the 
general attitude seems to be one of 
watchful waiting to see if the nutri- 
tional program is a fitting running 
mate for copy. This, it should be 
said, is with the notable exceptions 
of enriched bread and flour makers 
and meat associations, who are 
apparently engrossed in cooperating 
with the government's effort. An- 
other exception is the utilities, who 
are making good use of a nutri- 
tional copy theme to plug service 
and appliances, showing they well 
know which side their toaster is 
buttered on. 


Avoid “Commercialization” 


Although the nutrition 
been anticipated by many _ food 
advertisers and agencies as a nat- 
ural proving ground for advertising 
coupled with intense _— patriotic 
appeals, the tendency of the local 
committee-in-charge has been to 
conduct the drive on “a_ high 
plane,” and to avoid “commerciali- 
zation” wherever possible. Further, 
so advertising men on the spot say, 
the South Bend drive is suffering 
from an old plaint in cooperative 
effort: divided authority and inter- 
necine bickering. 

These criticisms notwithstanding, 
every publicity and propaganda 
means available to induce public 
acceptance of the nutrition drive's 
principles is being employed. Lec- 
tures and discussions are held in 
schools, mass meetings have been 
held, nutrition movies are being 
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exhibited, daily over WSBT the 
radio audience hears lectures and 
forum discussions on nutrition, and 
the South Bend Tribune has given 
generously in editorial material 
explaining and _ publicizing the 
drive. 
Local Copy Lags 


National advertisers have made 
some efforts to cash in on the pre- 
conditioned market which the nu- 
trition promotion is supposed to 
have prepared, but to date most 


local advertisers have not yet 
climbed on the bandwagon. The! 
Tribune, according to Edward J.| 


Meehan, national advertising man- 
ager, has felt an 
food business in its national budget 
which may total 10,000 lines for the 
week, but local advertising has 
made no such increase. Of course, 
this is true of only the first part of 
the week; the last half may find 
local advertising on the rise. 
ever, A&P, Kroger Stores and Home 
Stores 


impetus of new | 


How- | 


have either placed or are| 


expected to place copy tying in with | 


the promotion. 


The bulk of the increased na- 


As was explained in ADVERTISING | later 
AGE, March 30, enriched bread has| magazines, with the Post issues set| carrying 


ADVERTISING AGE 


April 20, 1942 


had hoped to find in it an answer |tatives getting a first-hand view of 
to decreasing bread consumption|the big doings included Anheuser- 
and to food faddists who had out- | Busch’s yeast division, Leo Burnett 
lawed bread from many a thera-| Company, the American Meat Insti- 


peutic diet. In the Office of De- 
fense Health and Welfare Services’ 
drive, the millers and bakers hoped 
to find the blade to cut the enriched 
bread knot, and have accordingly 
gone into the heaviest promotion 
visible during the test week. Meat 
promotion is in the capable hands 
of the American Meat Institute and 
the National Live Stock and Meat 
Board, with both associations using 
window displays and newspaper 
space to good advantage. 


Many Observers Present 


Among the more interesting as- 
pects of the South Bend drive is 
the phenomenal number of repre- 
sentatives of media, national adver- 
tisers and agencies who are observ- 
ing the campaign to determine, 
probably, if the national nutrition 
effort is going to be a good adver- 
tising opportunity. Ambassadors 
from McCall’s and The Saturday 
Evening Post were both in the city, 


| presumably comparing the promo- 
tional advertising is in flour, en-| tion in South Bend to the promo-| effort is a 20-time spot announce- 
riched bread, and meat promotion.| tion which they expect to use in| ment order for the National Biscuit 


“nutrition issues” of their 


| tute, Jonn F. Jelke Company, Kraft 
|Cheese Company, Needham, Louis 
|'& Brorby, J. Walter Thompson 
‘Company, and Standard Brands, 
‘Inc. 

| In the time since the nutrition 
| test was announced for South Bend, 


| Feb. 25, and the time it opened offi- | 


cially, April 11, the Tribune quite 
naturally solicited numerous adver- 
| tisers and agencies pointing out the 
|opportunity offered by the nutri- 
tion drive to opportunists. That 
many of the 
think it worth while to promote 
| their products, 
worth while to send an observer to 


advertisers did not. 


but did think it} 


|determine the drive’s effectiveness, | 


| testifies the status of 
nutrition 
| ness. 
Radio, 

| but little 
| effort. 
|commercial manager of WSBT, the 
only new business which can be 
‘directly traced to 


tacitly to 


commercially, will have 
part in the _ nutrition 


WSBT is 
announcements for 


However, 
spot 


Company. 


so far been something of a head-| for June. Other well-known adver-| Paul’s Kreamo Bread Company and 


ache to the millers and bakers who | tising organizations with represen- | 


(Continued on Page 37) 


THE DOUBLE VALUE MARKE 


yO 


T offers a “Package Unit” 


of INDUSTRY and AGRICULTURE 


Toledo is a great ‘industrial city | 


“oe 


BLADE is its evening newspaper “egyind just beyond 


the city limits 9] * lies another i 


Ohio's richest agricultura 


“ain 
“Sie. 
5 


mportant market — 


safe. section. The BLADE 


covers this market also. The Toledo Retail Trading 


* oy & 7 

ES > maa 

Area |raduriss 
i's’ Be® 


2 


smaller towns 


is dotted with thriving County Seats and 
eGiads. ....and the BLADE covers these 


towns too. Thus industrial Toledo with its agricultural 


Here is a"package unit” 8@ || 
a 


at. trading area offers a DOUBLE VALUE market. 


of newspaper coverage 


seldom found in the circulation of metropolitan dailies. 


TOLEDO BLADE 


One of America’s Great Newspapers « RtPRESENTED BY PAUL BLOCK AND ASSOCIATE 


*More than 500 industrial plants 
—in diversified industries — now 


busy with war work. 


A — 


ones 
DOUBLE 


**Farm values 37% higher — 
farm income 40% higher—than 
State of Ohio average. 


in the advertising busi- | 


According to R. H. Swintz, | 


the nutrition | 


IN THE BATTLE OF THE COLAS _ 


| 


Following a 
Wilmington, Del., | 
court decision 
ruling against | 


Royal 


few days ago, to each and every charge 


name and trade- | Sense 5 we 


mark infringe- 
ment, the latter 
carried this one- | 
time shot last | 
week in 500 news- | neue oo “este Gtate 
papers through- : 


Coca-Cola Co. | 

in its suit against 

Nehi Corp., | ; 

charging trade- | 5 rvs ite Cours aumer ts 


largest competitor, wh. Launed the soe 
fight to uae the word “cola” a» part of 
the name of s drink 6 

‘The Court recognused thet cols has 
been used im varus ways for many gen 
@retions, and that the word “cola” 
the gemerc term for s type of beverages 
of whuch there 


| For 35 years, we have been Dn 

out the U. S. Royal | cole drinks. In 1934 we setwoduaed 

. Royal Crown Cola in « bottle that gave 

Crown also is be- | sim. burtwo hul game fore Folks 
ing promoted with hiked getting more for thew money ’ 


one-minute spots 


Court Decides 


Aad even more important — people sud 


tal group taste-tests of 
best-known colas have been contunu- 
ously conducted throughout the coup- 
try Royal Crown Cols has won 5 out of 
of Uneer testa 


BEST BY TASTE-TEST 
. 


To you, the Court's decumon means yeu 
can continue to buy whuchever cols your 
taste prefers and. if you choose you 
ap get not one, but two full glam 
for your nic ket 


ton of our fair dealing, clean competi 
tuon, and the fact thet Royal Crown Cole 


Crown Cola 


te ow 


was the best-tasting cols impar 
the nation's 


ROYAL CROWN COLA IS TRULY 


To us, the decusion means ad judica- 


wild on ment aione. 


and chain breaks 
over more than 
350 stations, as 
well as on out- 
door posters. | 
BBDO is the 


agency. 


Cola Our Governmen 


we are happy to conperate 


ROYAL CROWN COLA “REST 


QUALITY THAT'S “BEST BY TASTE-TEST’! 


® The highest grades of sugar are required in making Royal Crown 
t has found it necemmary to control the distribu 
thon and uae of sugar With the and al) other conservation measures 


AND WE PROMISE TO KEEP THE QUALITY OF 
BY TASTE TEST.“ 


TAKE Tad OUT FOR A ~QUICK-UP” 
with 


COLA 


Bon by Taste - Tart / 


NEHI CORPORATION - COLUMBUS, GEORGIA 


Rovar 


Bottied locally by 
CROWN BOTTLING CO. OF CHICAGO 
3838 South Michigon Avenue 
Boulevard 717! 


OFF Prepares New Copy Will Link 
Network Clearance ‘Cola’ with Spur 


for War Appeals 


Washington, D. C., April 17.— 


|Government wartime appeals will 


go the public through 90 million | 


network listener impressions daily 
under the coordination plan _ pre- 
pared by the Office of Facts and 


| Figures, which will be placed in op- 


eration April 27. Substituted for 


'the confusion of redundant appeals 


| 
| 


| schedule 


| 


that have bombarded listeners since 
Dec. 7 will be a selective, scientific 
using, during the 
week of the plan, 64 network pro- 
grams sponsored by 38 national ad- 
vertisers and 55 sustaining pro- 
grams. 

The three government messages 
during the first week will be de- 


first | 


in New Campaign 


New York, April 16.—Using the 
word “cola” for the first time in its 
advertising copy, Canada Dry Gin- 
ger Ale, Inc., will launch a news- 
paper drive for Spur in 98 cities 
starting April 27. Ads will run 
| three or more times weekly in mar- 
kets as far west as Salt Lake City, 
and will refer to “Spur—a cola 
drink.” J. M. Mathes is the Canada 
| Dry agency. 

Earlier this week Nehi Corpora- 
|tion ran insertions for its Roya! 
| Crown cola in 500 newspaper citing 
|}a court decision that “cola” is a 
| generic term for a type of beverage. 
| Following a government order 
| last January which restricted sugar 


_ each two weeks. Ineffective repeti- | 
tion, 


| 
7 


automobile pooling. Other govern- 


ment agencies and the quasi-official | 


American Red Cross and USO ap- 
peals will be so coordinated that 
each night-time program will carry 
only one appeal each month, and 
each daytime program an appeal 


duplication, and _ confusion 
among advertisers will be elimi- 
nated by the plan, which was de- 
veloped by OFF acting under the 
President's direct order. 


Advertisers Supply Copy 


The government will not supply 
copy to advertisers or networks. In- 
stead program writers and produc- 
ers will be urged to use all of their 
skill and ingenuity in developing 
the effectiveness and originality of 
appeals. 

The plan was developed by OFF 
in cooperation with the Radio Com- 
mittee of the Advertising Council, 
aided by program idea committees 
from the networks, an advisory 
committee from the National As- 
sociation of Broadcasters, and a 
committee of 11 government agency 
information directors. In all 91 na- 
tional radio advertisers have ac- 
cepted the plan. 


Offers Book on Co-ops 


“The People’s Business”, dealing 
with American consumer coopera- 
tives, will be published by Harper 
& Bros., New York, May 27. Joshua 
K. Bolles, newspaperman, is the 
author. 


|rate prevailing in 1940, Spur’s 
“Michael and Kitty” program, aired 
over the Blue Network, was 
dropped as a war casualty, and 
since that time promotion efforts 
have been held in abeyance. 


Mason, Phenner, Lyons 


Head ACA Divisions 


| J. E. Mason, Canada Dry Ginge: 
| Ale, Ltd., Toronto, has been elected 
vice-president of the Association 0! 
Canadian Advertisers. Mr. Mason 
has been succeeded as director b) 
John W. Moore, advertising man- 
ager, Maple Leaf Milling Company 
Ltd., Toronto. 

Lou E. Phenner, general man- 
ager, Canadian Cellucotton Prod 
ucts Company, Ltd., Toronto, has 
been elected chairman of the radio 
committee, and J. P. Lyons, adver- 
tising manager, Manufacturers Li!« 
Insurance Company, Toronto, w'!! 
head the insurance group. 


ABC Issues Booklet 


The Audit Bureau of Circulatio: 
has just issued a new 16-pagt 
booklet entitled “ABC—Self-Regu 
lation in the Advertising and Pu! 
lishing Industry,” which revie. 
the objectives and accomplishmen! 
of ABC and describes the form 
organization. Two full page cha:' 
| are shown, illustrating the percen' 
|age of ABC-audited circulation ' 
the total paid circulation of publ 
| cation media in the United State 
}and Canada. Copies of the book! 
| will be supplied to publishers, 2c 
| vertisers and advertising agenc' 
‘without charge. 


“Ask your 
Agencs 

te ask the 
COLONEL?’-€ 


KSD 


THE POST-DISPATCH STATION 
550 KC 


NBC Red 
ST. LOUIS 


& PETERS, INC. 


/ Exclusive National Representatives 
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POPULATION DRUG SALES ; 


49939 U S. Census of Distribution) 
s19q0 I S Censur) 


(O00 omitted) 


i 1 $48,802 
Vv New York, N. ¥ 7 ° 
2. Chicago, Il 3 A 
\ 4 Philadelphia, Pa 1 ‘ 
4. Detroit, Mich 1 5 
a | Angele Cal 1 6 
“ f Cleveland, Ohio ; 
7. Baltimore, Md - ‘ 
8. St. Louis, Mo 9 
5 9, Boston, Mass " 
10. Pittsburgh, Pa i 
il Washin mn, D. ¢ 12 St. Loui Mo 


13. Pittsburgh, Pa 
Ww Indianapolis, Ind 
15. Minneapolis, Minn 
16. Milwaukee, Wis 
17. Denver, it 
18. New Orleans, La 


14. Buffalo, N. Y 


i 15. New Orleans, La 
16. Minneapolis, Minn 
17. Cincinnati Ohio . 
18 Newark, N. J 
19. Kansas City, Mo 


x Houston, Tex 

2. Indianapolis, Ind 21. Buffalo, N. Y 
1 Houston, Tex 22 Dallas, Tex 

, le, Wash 2 Seattle, Wash 


‘ 
\ 5, ; 26 Atlanta, Ga 
6 0.0% 7 Portland, Ore 
j 7. Portland, Ore 305,394 28. Memphis, Tenn 
s. Atlan Ga a sa 29. Oakland, Cal 
9 Oakland, Cal 30. Miami, Fla 
Jerse City, X. J 1 . u Ohio 
"1. Dal Tex 32 lo, Ohio < 
M ph Tenn 33 mon City, Okla 3 
\ 5 Ss Paul, Minn “4 este N 4 
4 Toledo, Ohio th ul, Minn es 
5 Birmingham, Ala jence, Ki. I 4 
16 San Antonio, Tex t7. Richmond, Va . 
} ; . « 
7 Ir len t 38. Omaha, Neb 
8 Akron, Ohio Fort Worth, Tex 3 
39. Omaha, Neb Dayton, Ohio 
4 Dayton, Ohio San Antonio, Tex \ 
41, Syracuse, N. Y Hartford, Conn ‘e- 
12. Oklahoma City, Okla Sacramento, Cal * 
1 Son Die Cal Grand Rapid Mich 


Jacksonville, Fla 
Akron, Ohio 
Des Moine lowa 


Shreveport, La 
Worcester, Ma 
Harrisbaurg, Pa 
Wichita, Kan 
PHOENIX, ARIZONA 


Tulsa, Okla 
”. Mian Fla Nashville, Tenn 
49 Your town, Ohio St. Petersbure, Fla 
50. Nashville, Tenn Jersey City, N. J 
4 51 Hartiord, Conn San Diexo, Cal 
2. Grand Rapids, Mich Long Beach, Cel 
53 Lon Peach, Cal Flint, Mich 
4 New Haven, Conn Syracuse, N. Y 
55. Des Moine lowa New Haven, Conn 
sé Flint, Mich Norfolk, \ 
N 7. Salt Lake Cit Utah iiirmingham, Ala 
f 58. Springfield, Mass It Lake ¢ Utoh 
59 Bridgeport, Conn Sprin eld. M 


64 Paterson, N. J 
(q 65 Albany, N. Y 


6f ee Se 
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ere Sone 
| : sie se an . eee — be TUNA sandwich or tinker toys---asafetida 
: or ce : ae es ) or almond cream--aids for the first-aider or 
= i = on : an HS bunting for baby—all these things are indicated by Drug Sales in 
3 a acl is Phoenix, Arizona. For the modern drug store is the community 
: si e eo fe center for many needs. And this EIGHTH fastest growing city of 
a ee ss <b i sin i 1 America places 65th in Drug Sales among the first 200 cities of 
| i oe eae i aoa e the nation . . . far ahead of its population rating, 
{ : Cd : oe io Now, with the stimulus of war activity, Phoenix becomes 
| & See ie— be cao “- ) ‘healthier and healthier.”” Another United States Army super- 
ie Berea ca te i ae rE | vised air field will soon augment those already established. This 
: aoa et = sci 7 gives further prominence to Phoenix as one of the nation’s largest 
| i irs : : i ie wi = i air training centers. A gigantic airplane parts factory goes into 
e on? se i Ske He production with a highly-paid personnel. Arizona’s basic indus- 
oS ee i rn =a tries of mines, lumber and cattle are busy answering the insistent 
: = 435 2 : ar ; ( demand for strategic metals, building materials and beef. 
2 cea — B ° : ter i @ Yes, business is keeping “well” in Phoenix! For instance, 
: : oo “em : i i ane 2 retail trade in Arizona gained 14% in February compared to 
eo : = by : ae ic ) the country-wide increase of 3%. So whether you are fighting 
a ie : en for sales, or protecting the good will of an established trade 
| es Z oe S coe { name, you have two tested mediums available to carry your 
| = : ee as | message to those who are alert to the trend of the times. 
) Eee ig Eee = GAZETTE ‘BROADCAST 
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Newspaper Execs 
Set for Vital 
New York Parleys 


War Cooperation, 
Censorship, Bureau 
Plans Take Spotlight 


New York, April 17. Paced by 
Censor Byron Price’s admonition 
that continuance of voluntary cen- 
sorship rests entirely on the re- 
sponsibility with which editors ac- 
cept their stewardship, the nation’s 
newspaper executives converge on 
New York this weekend for their 
most important meetings in recent 
years. 

The most important theme to edi- 
tors and publishers is maximum 
contribution to the war effort with- 
out sacrifice of the vigor, financial 
independence, and freedom of edi- 
torial expression that have made 
America’s press a foundation stone 
of democracy. 

Scheduled through a crowded 
week at the Waldorf Astoria are 
annual meetings of the American 


Society of Newspaper Editors, the 
Associated Press, the National 
Newspaper Promotion Association, 
the American Newspaper Publish- 
ers Association, and its subsidiary, 
the Bureau of Advertising. 

The ASNE convention is being 
devoted almost entirely to liaison 
between the editors, the press serv- 
ices, and the key representatives of 
the United Nations’ war effort. 
Principal speakers include Mr. 
Price, Donald M. Nelson, chairman 
of WPB: Archibald MacLeish, di- 
rector of OFF; Dr. Hu Shih, Chinese 
ambassador, Sir Girja 
Bajpai, agent general for India, and 
representatives of the armed forces. 

Adjustment to business problems 
created by the war will occupy the 


promotion men and the various 
branches of the ANPA. 
Highlight of the AP meeting 


Monday will be revision of mem- 
bership by-laws and consideration 
of applications by the Chicago Sun, 
the projected Chicago Evening 


Tribune, and the Washington Times | 


Herald. 

Publishers will meet Monday 
night to discuss measures adopted 
for conservation of newsprint. 

Wartime plans for the Bureau of 
Advertising will be discussed 
Wednesday, while the week’s meet- 
ings will be climaxed Thursday 
evening with messages from Lord 


Shankar 
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Beaverbrook, British Lend - Lease 


Coordinator; Francis B. Sayre, Com- | 


missioner of the Philippines, and 
Admiral Ernest J. King. 


Alvord Attacks 
Offered Radio Tax 
Before Committee 


Washington, D. C., April 17.—Im- 


position of the radio tax urged by | 


union printers would jeopardize the 
industry's “extraordinary contribu- 
tion to our nation’s war effort,” the 
House ways and means committee 


was told today in a brief presented | 


on behalf of the National Associa- 
tion of Broadcasters by Ellsworth 
C. Alvord, Washington tax attorney. 

The proposed tax, he said, “was 
not recommended by the Treasury 
Department last year and it is not 
being recommended by the Treas- 
ury Department at the present time.” 
“It is against the interests of labor 
generally and has been specifically 
opposed not only by the Electrical 
Workers union but also by AEL 
and AFRA. There is no justifica- 
tion for the imposition of a dis- 
criminatory tax of this nature upon 
any industry,” he claimed. 

(Earlier details of testimony be- 
fore the committee may be found 
on Page 10.) 


— 
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WERE YOU EVER THERE ? 


A year Aco Ypsilanti was the home of Michigan State Teacher's College and 
a way-station on the road from Detroit to Ann Arbor, beautiful seat of the 
University of Michigan. 

Today it is the center of a feverish activity to supply the wants of a new 
city that may eventually house 250,000, for within a few miles is Willow 
Run, site of the Ford bomber plant that cost fifty million dollars to build. 


Ypsilanti was named after a Greek hero who helped Greece win inde- 
pendence from the Turks. The freedom-loving settlers of Michigan admired 
his exploits and principles. Willow Run is therefore fittingly located. Willow 
Run is only a short distance from Detroit. It is just one of the huge defense 
projects in the Detroit area where approximately THIRTEEN BILLION 
dollars’ worth of armed might is being fashioned, and where approximately 
one million workers will be needed. 


Detroit will win this war if it is within the power of any one city to do so. 
Detroit will be the most active market in America. Plant conversion has 
affected employment much less than was anticipated. Detroit is at this moment 
a highly prosperous market and becoming more so daily. 


Detroit, with all its market advantages, offers one significant coverage 
advantage, too. You can reach the Detroit trading area effectively by using 
The Detroit News, alone. The Detroit News has the largest circulation, week- 
days or Sunday, in this area. In Detroit, proper, The News has 63.8% coverage 
of all homes taking a newspaper regularly. You should be in The Detroit News. 


RECORD CIRCULATION FOR SIX MONTHS ENDING SEPTEMBER 30, 1941 
WEEKDAYS, 363,014 - SUNDAYS, 435,241 


Lorgest A. B. C. Recognized Home Delivered Circulation of Any Newspaper in the United States. 


Detroit 


FACTS AND FIGURES FROM THE G-M WAR SECTOR 
GOOD NEWS FROM THE PRODUCTION FRONT! 


% General Motors Is in Mass Production on Important War Materials! 

% Production Is Going bp and Costs to the Government Are Coming Down! 
% The Same Engineering Knowledge, Mass Production Technique and “Know- 
How” That Produced High Quality Automobiles and Trucks by the 
Millions Have Now Been Successtully Applied to the Production of Aviation 
Engines, Navy Diesel Engines, Tanks, Gums, Airplane Parts and Ammunition. 
% General Motors Has Undertaken the Production of More Than 10% of Our 
Country's Requirements of All War Materials Fabricated From Metal. 


Here's the Way We Went at the Job Here's What We Have Accomplished — 


Starting in June. 1940, When the Government Initieted the CONTRACTS IN HAND FOR WAR PRODUCTS 
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SOME OF THE MAJOR WAR 


PRODUCTION FOR VICTORY IS OUR JOB 


General Motors is Already Far Enough Into the War Production Job to Have Demonstrated That Our 
vervcan Production Methods and Our American Ways of Doug Business Wil! (hut Produce Our Aaw 


ions of Many Millions of Dollars Have Been Made to the Government on Contracts as 
ave een Achieved Sunilar Price Reductions Will Continue to he Made as Long as 
ermit the Same Aggressive and Uninterrupted Action that Has Been Going on in Past 


ral Motors Organization — Workmen end Management Alike is Dedicated to the 
Single Purpose of Producing More Tanks, Airplanes, Army Trucks, Engines, Guns and Ammunition to 
Help Win This War 


THE AMERICAN WAY WILL WIN « «+ -»* 


GENERAL MOTORS CORPORATION, DETROIT, MICHIGAN 


* * * 


General Motors Corp. gave this full-page account of its war stewardship to the 
American public last week, using 208 newspapers to spread the up-to-date report. 
Campbell-Ewald Co., Detroit, placed the copy. 


Appoint Howard to WIZ Tests Late Hour 
‘ With Rebroadcast 
Ad Council: Name In an effort to test the commer- 
° cial possibilities of the hour be- 
Group Chairman r 12 midnight and 1 am. St 


tween 12 midnight and 1 a.m., Sta- 
| tion WJZ, New York, in coopera- 


| New York, April 16—R. B. How- 
ard, president of the National Edi- 
torial Association, was named this 
week as a director of the Advertis- 


tion with Andrew Jergens Com- 
|pany, has started _ broadcasting 
| transcriptions of “Jergens Journal” : 
‘from 12:45 to 1 a. m., EWT. Star- ’ 


ing Council. a hers aa ye am ~_" “Jour- 

The following committee chair- | 24), 'S — go eg her Rs - avo 
men have been named _ to direct | EW? CSE TOS Slee NETHER Out 
Advertising Council collaboration Since the 13-week arrangement 
|with specific government projects:| is an experiment, it is planned to 
|War Production board—Office of|supplant commercials with a give- 
Emergency Management production | away offer. Results will be studied 
‘drive, Theodore Patrick; general| to determine volume and characte: 
salvage campaigns, Leo Burnett;|0f the audience in order to discover 
Office of Price Administration sugar | is tne Sime is saleable. Lennen & 

aa 2 ; | Mitchell, New York, is the Jergens 
rationing, Charles G. Mortimer; 


shear agency. 
Petroleum rationing, James W. 


Young; grease salvage, Neal Mc- a a 
Eiroy FTC Closes Fels Case | 
Advertising Council committees a Be ap Mans yy 
. - .* «© “© ~ Ge « - IS > 
on rn lag and durable goods and | case against Fels & Co., Philadelphia 
on textiles are headed respectively soap maker, which it had charged 
by H. W. Roden and A. O. Bucking- | with a violation in connection with 
ham. the sale of Fels Naphtha soap chips 
omeviittainneniiapieaes The order states that the facts in the 
. case were not sufficiently developed 
Industrial Admen to permit determination of the 
Elect Officers issues and that since the order, the 
d defendant has adopted a glassine- 
_E. Scott Pattison, account execu-| lined package which may retard 
tive at G. M. Basford Advertising | evaporation of the naphtha content 
| Agency, New York, has been named | of the soap chips. 
president of the Industrial Adver- | comuinanemmien 
tising Association of New York. s 
Other officers elected were: first | Stefiner Joins CPN 
vice-president, Gordon Tuthill. | Wayne Steffner, who has been 
Crucible Steel Company of | manager of the San _ Francisco 
America; second  vice-president,| Radio Sales office, has become  n 
Maurice J. Phillips, International | account executive in the San Fran- 
Nickel Company; secretary-treas-| cisco Columbia Pacific Network 
urer, Bernard Dolan, Peter A.| office. 
Frasse & Co. 


Reioi he “Dav a Callaway to New York 
ejoins t e ay Lew L. (Pete) Callaway, Jr., of 
Morris Weinberg has resumed his| Time’s Chicago office, has ben 
duties as publisher of the Day, New| transferred to New York as ass -t- 
York Jewish daily, after an absence| ant to Shepard Spink, advertis ng 
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OF THE ADVERTISING WORLD 
Welp Do Your Advertising Job / a 


Nationwide, Local USE BOOK MATCHES FoR 


Or Selective @ PUBLICITY 

Distribution @OEALER HELPS 

At Low Cost @GOOD WILL BUILDERS 
PRICES ON REQUEST @ COUPON INQUIRIES 


COMMISSIONABLE TO RECOGNIZED i 
ADVERTISING AGENCIES My J 


MATCH CORPORATION of AMERICA’ CHICAGO,U.S.A%S 
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“That’s an awful lot of dough!” 


The man is right- $16,712 is a lot of money! 

Think of all the things it will buy just now —a 
salvo from the nine big guns of the USS Washington, 
more than one hundred and fifty Garands, a couple 
of light Army trucks: it will pay for the instrument 
board in a fighter plane, the tail unit of a bomber, 
and a few coats of paint for a battleship! 

Now think of all the things it won't buy today! 
Not a pound of steel, rubber, or aluminum; not a 
Ford, radio set or typewriter; not a single machine 
tool, factory roof, or new wall. 

In dividends, the stockholders hardly notice it. 
In taxes, it is lost in the shuffle. 


jin en 
& > CG 


Bur $16,712 still buvs one of the outstanding 


values of a// time for the national advertiser — a half- 


page unit in the comics sections of the twenty-four 
great Sunday newspapers of the Metropolitan Group. 
That amount of money will put your product, 
package, and message before 11,000,000 families 
the best third of the U.S. population any Sunday. 
And “families” is not just a space-selling 
euphemism, but a fact. Sunday comics have more 
whole family readership than almost any other 


f 


medium and 75‘, readership of adults! Because 
Metropolitan Sunday comics are the most heavily 
traveled eve-thoroughfare in the world. 


Metropolitan Group's 11,000,000 circulation is 


Metropolitan Group 


enough to get consciousness and action — reaches 
more than 20‘ J of the families in 687 cities of better 
than 10,000 population and more than 50°; of the 
families in 470 of those cities! 

Coverage of that sort gives advertising a full 
opportunity to break a new trail or keep an old 
one marked; to introduce a new product, or explain 
the absence of an old one; to sell a great volume of 
goods if you have goods to sell, or get great good 
will if vou haven't. 

And Metropolitan Group needs no missionary 
work either. You don't have to go around and tell 
the trade that you're advertising . . . because your 
advertisement in Metropolitan Group tells the world! 

The space is big enough to permit a big job 
10 by 14 inches. There are four colors to show 


package and product in realistic terms. 


No other advertising expenditure of the same 
amount of money can do so much today for any 
generally distributed product, can meet so many 
prospects, vive any company, product or sales 


program so much stimulation and support! 


So $16,712 isnt such an awful lot of dough 
when its spent in) Metropolitan Group comics! 
Because it buys the biggest value in advertising 
today im the best markets of the country! 


Look into the matter soon? 


Baltimore Sun ¢ Boston Globe ¢ Boston Herald ¢ Buffalo Courier-Express ¢ Chicago Tribune « Cleveland Plain Dealer 
Des Moines Register ¢ Detroit News ¢ Detroit Free Press ¢ Milwaukee Journal ¢ Minneapolis Tribune & Star Journal 


New York News e¢ New York Herald Tribune © Philadelphia Inquirer ¢ — Pittsburgh Press « Providence Journal s 
Rochester Democrat & Chronicle  ¢ St. Louis Globe-Democrat St. Louis Post-Dispatch . St. Paul Pioneer Press ve 


Springfield Union & Republican ¢ Syracuse Post-Standard « Washington Star « Washington Post : 


Cuicaco: Tribune Tower « Derrorr: New Center Bldg. « SAN FRANCISCO: 155 Montgomery St. « 220 East 42d St.N.Y, 
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Advances Slade 


Blount Slade has been a 
vice-president of Brooke, Smith 
French & Dorrance, Detroit and 
New York advertising agency. 
Slede came to the agency amet 
years ago from Maxon, Inc. Pre- 
viously he had been associated with 
Benton & Bowles, New York, and 
Batten, Barton, Durstine & Osborn. 


“Sun"™ Raises Price 

The Sunday edition of the Chi- 
cago Sun raised the price of its 
Sunday edition from 5 to 10 cents 
with the April 19 issue. The paper 
announced that it was adding 
numerous features including a com- 
plete 50,000-word novel for each 
Sunday edition. 


“Listening to WFDF, Flint, Mich., 


improves my morale.” 


sure 


- Witnesses Open 
Hearing on FCC 
Radio Changes 


Washington, D. C., April 16.— 
Efforts to revise existing radio law 
got under way in earnest this week 
as the House Interstate Commerce 
Committee opened hearings on the 
Sanders bill, introduced last August 
to split the Federal Communica- 
tions Commission into two divisions 
with the chairman belonging to 
neither but serving as an executive 
officer for FCC as a whole. 

The bill, sponsored by Rep. Jared 
Y. Sanders, is largely an outgrowth 
of efforts by the Federal Communi- 
cations Bar Association to rewrite 
and clarify the Communications Act 
of 1934—including the much-de- 
bated phrase “public interest, con- 
venience, or necessity.” 

First witnesses were attorneys 
representing the bar group. Her- 
bert M. Bingham, Washington 
attorney and 1941 president of the 
association, presented its recom- 
mendations in detail, his statement 
comprising 86 pages. Judge Eugene 


O. Sykes, 
and present head of the association, 
also testified. 

Mr. Bingham’s recommendations 
fell in three principal categories: 
(1) Changes in the administrative 
set-up or basic organization of 
FCC: (2) Changes in FCC proce- 


dure; (3) Changes in the law relat- 
ing to judicial review of FCC) 
actions. 

In advocating the administra- 
tive reorganization, Mr. Bingham 
pointed out that FCC has not been 
divided into separate’ broadcast, | 
telephone and telegraph divisions 
since November, 1937, but has 
attempted to function as an entirety 
on all matters with “generally 
unsatisfactory” results. 


Witnesses at hearings next week 


are expected to include spokesmen | 


for the national networks. FCC 
representatives are expected to 
present their views later. Personal 
differences between a large seg- 
ment of the radio industry and 
Chairman James L. Fly have not 
played a part in 
ceedings yet but 
later. 


are anticipated 


Miller Testifies 


President Neville Miller of the 
National Association of Broadcast- 
ers asked the committee today to 


Another Ruppert poster 


carries THE SEAL OF 


LITHOGRAPHIC MERIT 


CONTINENTAL 
LITHO. 
core. 


¥ oe 


HE SEAL OF LITHOGRAPHIC MERIT 


Te a nee | 


former FCC chairman) 


committee pro-| 


adopt three amendments to present 
radio law, designed to curb unau- 
thorized assumption of power by 
the Federal Communications Com- 
mission. 

The proposed amendments would 
specifically forbid FCC’s interfer- 
ence with radio programs or busi- | 
ness management, prevent FCC 
from imposing penalties not author- 
ized by law, and provide for de- 
claratory rulings by FCC which 
could be appealed to courts before) 
becoming effective. 

If adopted, the proposals would | 
make illegal most 


troversial monopoly order, now be- 
ing tested in court, and pending 
newspaper ownership and multiple- 
station operation actions would all 
be affected. 

Endorsing in principle and incor- 
porated in the Sanders bill now be- 
fore the committee, Mr. Miller said | 
the changes in radio law are nec- | 
essary because FCC has gone far 
afield in issuing orders and adopting | 
rules not authorized by Congress. | 


Uses Court Language 


The NAB amendment to bar FCC | 
from controlling programs or busi- 
ness policies borrowed part of the 
Supreme Court's language in the| 
Sanders Brothers case declaring in | 
part: “But the act does not essay | 
to regulate the business of the li- 
censee. The commission is given no | 
supervisory control of the programs, 
of business management or of pol-| 
icy. In short, the broadcasting field 
is open to anyone, provided there be 
an available frequency over which 
he can broadcast without interfer- 
ence to others, if he shows his com- 
petency, the adequacy of his equip- 
ment, and financial ability to make 
good use of the assigned channel.” 

Declaring that notwithstanding 
the court pronouncement and the} 
absence of any language in the law | 
conferring such powers, FCC 
“concerning itself more and more 
with such matters,” Mr. Miller ex- 
plained that FCC exerts program 
and business control by requiring 
stations to file voluminous reports. 


is 


Cites Discrimination 
Discrimination against newspap- 
ers was one reason cited by Mr 
Miller to show the need for 
amendment to prevent the imposi- 


tion of unauthorized penalties. “For | 
a period of time applicants for 
broadcast facilities who were also! 


identified with newspapers or news- 
paper activities have been discrim- 
inated against by the commission,” 
he said. 

“In some cases this discrimina- 
tion may have been justified be- 


cause of the facts of a particular | 


case, but that is not the point of 
issue. The point at issue 
notwithstanding the fact that the 
act contains no authority for such 
action and notwithstanding the fur- 
ther fact that 
Court of Appeals for the District of 


Columbia has twice pointed this out, | 


the commission has nevertheless 
continued to discriminate against 
newspaper applicants as a class and 
has withheld facilities from such) 
applicants to which they were 
otherwise entitled. 

“Sometimes this. discrimination 


has been effected by adverse action 
upon particular applications, some- 
times by merely holding 
tions without action, but 


in prac- 


tically all cases where newspaper or 
interests have made ap- 
increased fa- 
been confronted 


newspaper 
plication for new 
cilities, they have 
with action of this sort.” 


or 


Nash Issues Booklet 

A 12-page booklet, 
ing Your Automobile,” 
president of Nash-Kelvinator 
poration, Detroit, to Nash 
and others for their guidance 
getting the most out of their 


during this critical period 
Lewin Joins Four A's 
A. W. Lewin Company, 


sociation of Advertising Agencies. 


of the recent) | 
|regulatory moves by FCC. The con- 


is that | 


the United States | 


applica- 


“How to Con- 
serve the Nation’s Resources Driv- 
is currently 
being mailed by George W. Mason, | 
Cor- | 
owners | 
in | 
auto- 
mobiles and at the same time being 
provident of the nation’s resources 


Newark, 
N. J., has joined the American As- 


EXPLAINS SITUATION 


Wace Som 6m now petting 


THE RIGHT TOOLS 
*“RIGHT HANDS 


Using newspapers in the cities where its 
600 retail stores are located, Mont- 
gomery Ward & Co. last week carried 


| this full-page black-and-white copy to 


help clear up consumer confusion over 

what “tools can and cannot be pur- 

chased under priorities. Copy was pre- 

pared by the company's Chicago adver- 

tising department and placed locally 

by the various stores. Follow-up ads 
in a similar vein may be used. 


‘Rubber Goods Is 
Put Out of Sight 


by Canada Order 


Ottawa, April 15.—In the first 
move of its kind, Allan H. William- 
son, Controller of Supplies, has 
asked manufacturers and retailers 
of rubber products to conduct a vol- 
untary campaign for the curtail- 
ment of sales of all such iteims as 
hot water bottles, rubber sundries. 
garden hose, rubber fly swatters. 
bathing caps, rubber footwear, rub- 
ber heels, raincoats, and hundreds 
of other rubber products. 

In addition, manufacturers are to 
urge retailers to discontinue win- 
dow and mass store displays ofl 
these products, and suggest that 
goods now in stock be kept under 
the counter. They will also urge 
that all retail advertising of such 
products, and in particular all spe- 


-|cial-price sales, be stopped. 
an | 


First Order Issued 


The movement is voluntary, but 
|'Mr. Williamson has made it clea! 
\that he will issue a formal order to 
|the same effect if necessary. The 
|rubber order is the only one of its 
kind thus far issued, but observers 
point out that the authority of the 
Controller of Supplies extends ove! 
‘a wide range of consumer goods 
land might conceivably be exercised 
in connection with other products |! 
the need should arise. 
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DuPont Unwraps a 
Confainer Line at 
Packaging Show 


Cellophane Packages 
Presented as Answer 
to Tin Shortages 


New York, April 15.—Large sec-| strategic materials. 
‘ors of the food industry affected | which 


| liquids, even those canned at high 
They were not con- 


ADVERTISING AGE 


temperatures. 
Sidered satisfactory, 
canned beans, cooked meat prepa-|than tin or sheet steel. 
| rations, canned spaghetti, and other| War Production Board limitation 


| added strength by lamination with 
cellophane. 

for Cellophane itself is far less scarce 
Existing 


'foods that receive their final cook-| orders do not restrict its use for 


ing after the cans are sealed. Ob-| essential packaging of foods and 
viously cellophane and paper con-_| tobacco. 
stand cooking,| its use in packaging razor blades, 
although they have been used suc-| soaps, 
cessfully for canning orange juice 
and other juices that are sealed at essential. 
|high temperatures and pasteurized. 
of the 
cellophane canning developments is 
| their economy of metal and other | engineers are convinced that suffi- 
The chipboard | cient stocks and production capacity 
the cylindrical are available to care for the bulk 


They do, however, limit 


garments, hardware, and 
other products for which it is not 


Little Immediate Promotion 
Du Pont cellophane packaging 


y WPB tin conservation orders | containers may be made from the of the tin-restricted foods that can 
ay find partial relief from their| lowest grades of wood pulp or from | be safely packed in the paper-cello- 


canning problems 
phane-packaging developments dis- 
played by E. I. du Pont de Nemours 
& Co. at the Packaging Exposition 
of the American Management Asso- 
ciation, which opened at the Hotel 
Astor yesterday. 

Du Pont introduced two _ basic 
types of fiber and cellophane car- 
tons which may replace tin as a 
container “for the duration” for 
coffee, baking powder, lard, vege- 
table shortening, fruit juices, syrups 
and powdered foods. 

The first type resembles’ the 
familiar cylindrical ice cream car- 
ton, with the body of the carton 
being formed by board laminated 
with cellophane. Ends would be of 
three types — metal, board and 
cellophane, or board and cellophane 
fitted into a metal ring. These 
types of containers, saving from 60 
to 80 per cent of the metal nor- 
nally used, would prove suitable 
for coffee, tea, baking powder and 
similar dry products. 


Many Types of Container 


The second basic type is simply 
an envelope of cellophane protected 
by an outer package of board. The 
latter, however, offers the widest 
range of uses as a tin replacement 
in domestic and foreign trade ship- 
ments. 

On display at the Packaging Con- 
ference were two-gallon  bag-in- 
box containers of tomato juice, 
chili sauce, catsup and dill pickles 

—the latter packed in liquid—that 
had survived several months’ 
handling without leakage or spoil- 
age. 

The latter bag-in-box type of 
container is already widely used 
for quick-frozen foods, replacing a 
large volume of metal that might 
otherwise be consumed in canning 
peas, beans, and other vegetables. 
The same type of container is being 
used at present in large quantities 
for lend-lease shipments of egg 
powders and other’ concentrates, 
saving metal, space, and weight on 
shipboard and in freight cars. 

Du Pont packaging experts were 
quick to deny that the cellophane- 
cardboard combinations were “cure- 
alls” for all wartime packaging 
woes, 


Explain Limitations 


For example, they highly recom- 
mended heat-sealed cellophane 
bag-in-box containers for tomato 
juice, canned fruits, and other 


THERE’S NOT ANOTHER 
LIKE IT! 


The area with the largest 
spendable income in the 
nation 
reached effectively by 
Southern New England's 
foremost station 


DIRECT 


through cello- | salvaged 


receiving | phane combinations. 


The laminated cellophane “cans” 
can be produced with few machin- 
ery changes by virtually all manu- 
facturers of cardboard tubes and 
laminated cylindrical cardboard 
boxes. 

Cellophane is also releasing 
quantities of tin foil that hitherto 
has been used in protecting brick 
cheeses. 

Promotion of the various cello- 
phane-paper containers in indus- 
trial channels will be limited for 
the present, because du Pont engi- 
neers are anxious to withhold 
widespread use in each portion of 
the food industry until manufac- 
turers’ field tests have proved suc- 
cessful, as they already have in 
baking powder, lard, cheese, tea, 
and quick-frozen foods. 


Research in cellophane containers 
as substitutes for metal will, how- 
ever, be dramatized in institutional 
advertisements in national maga- 
zines in June. 


Join First 3 Group 

Seir A. Diefendorf, formerly with 
the sales staff of the Columbia 
Broadcasting System, and L. Mar- 
shall Green, formerly with Brewing 
Industry Foundation, have joined 
the New York sales staff of the 
First Three Markets Group. 


House Organ Folds 

“More Business,” published by 
American Photo-Engravers Asso- 
ciation, Chicago, has announced 
that it will suspend for the duration 
“owing to conditions beyond our 
control.” 


ESQUIRE MERCHANDISES 
FATHER’S DAY 10 AMERICA’ 


M. O’NEIL CO., Akron, Ohio 

JOHN G. MEYERS CO., Albany, N. Y. 
WM. F. GABLE €O., Altoona, Pa. 
RICH’S, INC., Atlanta, Georgia 
HOCHSCHILD KOHN CO., Baltimore, Md. 
JORDAN MARSH CO., Boston, Mass. 
MEIGS & CO., INC., Bridgeport, Conn. 
FREDERICK LOESER’S, Brooklyn, N.Y. 
KLEINHANS CO., Buffalo, N. Y. 

BELK BROS., Charlotte, No. Carolina ° 
THE HUuB, Chicago, Ill. : 

THE MAY CO., Cleveland, Ohio 

SIMON & LANDAUER, Davenport, Ja. 
METROPOLITAN CO., Dayton, Ohio 
JOSLIN DRY GOODS CO., Denver, Colo. 
ISAAC BAKER & SON, Erie, Penn. 
STROUSE BROS., Evansville, Ind. 
poMEROY’s, Harrisburg, Pa. 

WM. H. BLOCK, /ndianapolis, Ind. 
Levy's, 1nc., Jacksonville, Fla. 
CHRISTMAN DRY Goons Co., Joplin, Mo. 
MILLER’S, INC., Knoxville, Tenn. 
WATT & SHAND, Lancaster, Pa. 
MAGEE’S, Lincoln, Nebr. 

RODES RAPIER, Louisville, Ky. 

“JOHN GERBER CO., Memphis, Tenn. 

L. S. DONALDSON CO., Mpls., Minn. 


CAIN SLOAN CO., Nashville, Tenn. 


_EDWARD MALLEY CO., New Haven, Conn. 
GopcHAUX’s, New Orleans, La. 


*-FRANKLIN SIMON CO., New York, N. Y. 
- 


KRESGE DEPT. STORE, Newark, N. J. 
SMITH WELTON CO., Norfolk, Va. 
KILPATRICK’S, Omaha, Nebraska 

BLOCK & KUHL, Peoria, Ill. 

PORTEOUS MITCHELL & BRAUN, Port., Me. 
LIPMAN WOLFE CO., Portland, Oregon 
LUCKY PLATT CO., Poughkeepsie, N. Y. 
SHEPARD CO., Providence, R. I. 
THALHIMER’S, Richmond, Virginia 
SIBLEY LINDSAY CURR, Rochester, N. Y. 
STIX BAER & FULLER CO., St. Louis, Mo. 
JOSKE BROS., San Antonio, Texas 

H.°S. BARNEY CO., Schenectady, N. Y. 
RHODES DEPT. STORE, Seattle, Wash. 

M. LEVY CO., Shreveport, La. 
ROBERTSON BROS., South Bend, Ind. - 
EASTERN OUTFITTING CO., Spokane, Wash. 
JOHN BRESSMER CO., Springfield, IIl. 
ALBERT STEIGER CO., Springfield, Mass. 
€.E. CHAPPELL c0.,Syracuse,N.Y. 

B. R. BAKER CO., Toledo, Ohio 
NEVIUS-VOORHEES CO., Trenton, N. J. 
NEW BOSTON sToRE, Utica, N. Y. 
GOLDSTEIN MIGEL CO., Waco, Texas 
DENHOLM & MCKAY, Worcester, Mass. 
STROUSS HIRSHBERG, Y oungstown, O. 


LEADING RETAILERS 


Esquire, the Magazine for Men... and hence all fathers... goes all out 
for Father’s Day in the July issue, and backs it with a powerhouse of a 
merchandising program! A profit-pulling part of this program (there’s 
plenty more!) is the Esquire-sponsored window display already adopted 


by the nationally prominent retailers listed here. 


Mr. Advertiser, don’t fail to take advantage of this matchless dealer and 
consumer influence. Don’t fail to learn the rest of Esquire’s comprehen- 
sive promotional program. Make sure your product is in this gift-guide 


of America’s pace-setting consumers. Make sure your product profits by 


a8 ie v 
Esquire’s sound pre-merchandising. ¢ ms 


THE MAGEFAZINE FOR MEN 


mums «LISTED ARE THE NAMES OF THOSE KEY RETAILERS WHO, UP TO THIS DATE, ARE TYING-IN 
WITH THE ARRESTING WINDOW DISPLAY SPONSORED BY ESQUIRE, SHOWN ABOVE. NEW NAMES 
ARE CONSTANTLY BEING ADDED, EVEN AS WE GO TO PRESS, ASSURING NATION-WIDE COVERAGE. 
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THAT advertising in BUILDING SUPPLY NEWS to the lumber and building material 


dealer can alone give you these benefits 


. . » Largest paid coverage* available of lum- 
ber and building material dealers—the SURE 
way for effective presentation of your sales story. 


... Largest coverage at the lowest cost per 
page per thousand.* 


. . » The dynamic pull of the paper PREFERRED 
by building material manufacturers as the top 
advertising medium. [BSN carries 50% more 
advertising of building products (except lum- 
ber) than any other dealer publication.] 


...+ The selling advantage of the publication 
enjoying top readership and confidence from 
building material dealers. 


*Statistical analysis on request. 


THAT the bigaest construction year on record is government demanded for 1942 


Dealers will be called upon to supply materials 
for increased war construction of all kinds .. . 
defense housing on a tremendous scale .. . 
modernization and maintenance, especially in 
defense areas and including large numbers of 
defense plants and factories . . . domestic con- 


struction of cantonments, air fields, naval 
stations and military facilities. All these serve 
to swell the total anticipated construction to 
14!/. billions—actually topping last year's all- 
time record. 


THAT the logical medium for reaching this 14!/ 
ING SUPPLY NEWS because 


billion market for 1942 is BUILD 


(1) BSN has the largest paid coverage of lumber and building material dealers. 


Independent Yards Line Yards Total Dealer Coverage ie 
BSN ; 9,666 2,250 11,916 Ee 
Paper 'B ale 5,835 4 336 10,171 cre 
Paper “C”’ 5 674 1 448 7,122 ‘ 
(2) A check of this circulation against dealer ratings shows that BSN’s readers are made up 4 
primarily of dealers doing the bulk of the business—the 40% who contro! 80% of the sales. — 
+ , yg $ & oe His zi 5 it 
na ~~ Fi, 2 «Sag rm" xs Ad a * et 2 ate 


THAT BUILDING SUPPLY NEWS is the only national publication edited exclusively 
for the retail lumber and building material dealer. Unduplicated reader response 
ind confidence is continually evident, as is shown in these comments from Orville 
H. Greene, President, Wilson & Green Lumber Company: 


“The first thing that comes to my mind is that 
BSN is always thinking ahead for our industry. 
Whether it is your own (Mr. H. H. Rosenberg’s) 
signed editorials or Mr. Kaeppel's stimulating 
and informative Page 5 Letter, or campaigns 
such as ‘The Only Real Security—A Home of 
Your Own,’ ‘Rebuild America.’ and your ‘Better 


Lumber’ campaign—or again the many helpful 
articles on merchandising, costs, yard handling 
or home remodeling ideas, I am always im- 
pressed with the fact that BSN is consistently 
out in front with new, practical ideas and sug- 
gestions that help me and my associates in the 
daily conduct of our business.” 
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THAT because it gives you these exclusive advertising benefits 


BUILDING SUPPLY NEWS is the top lumber and building material 
dealer publication—and the ONE paper that can provide you with a 
complete advertising program in the field. 


\ 
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ADVERTISING AGE 


Anti-Handbills 
Law Upheld by 
Supreme Court 


Washington, D. C., April 15. 
Supreme Court upheld this week 
the validity of a municipal ordi- 
nance forbidding the distribution in 
streets of commercial advertising 
material, in a decision which may 
have far-reaching implications in 
connection with local efforts to con- 
trol handbills and other “throw- 
aways,” including shopping news- 
| papers. 

The case involved New York City 
and F. J. Chrestensen, the owner 
of a submarine which he exhibits 
for profit. He took the sub to New 
York in 1940, moored it at an East 
River pier, and printed a handbill 
soliciting visitors for a stated ad- 
mission fee. Police advised him 
that distribution of the handbill on 
the street would violate the sanitary 
code which forbids handing out 
commercial advertising matter in 
city streets, but does not prevent 
| distribution of handbills solely de- 
voted to “information or a_ public 
protest.” 

Apprised of that phrase, designed 
not to interfere with freedom of the 
press as guaranteed by the Consti- 
tution, the sub owner prepared a 
double-faced handbill, one side of 
|which was the originai advertise- 
}ment except for exclusion of the 
admission fee and the other side of 
which was a protest against the 
City Dock Department’s refusal to 
|grant wharfage facilities at a city 
| pier. 


Courts Disagree 


Police advised that distribution 
|of this double-faced bill was illegal 
and restrained Mr. Chrestensen 
when he persisted. The sub owner 
brought suit, and gained an injunc- 
tion from the district court which 
was affirmed by the circuit court of 
appeals. The Supreme Court re- 
versed this decision unanimously. 

The high court ruled that the 
public protest was_ inextricably 
attached to the advertising handbill 
for the purpose of evading the ordi- 
nance. The opinion § stated: “s0 
that evasion were successful, every 
merchant who desires to broadcast 
advertising leaflets in the streets 
need only append a civic appeal, or 
a moral platitude, to achieve im- 
munity from the law’s command.” 

The decision is regarded as 
important since it is the first bear- 
ing on the handbill subject since 
the court underwent several per- 
sonnel changes. The ruling is likely 
to bring a new wave of local anti- 
handbill ordinances patterned after 
the one in effect in New York City 
Curbing handbills without abridg- 
ing freedom of the press has been 
a major problem in some instances. 


Points to Limits 


On this subject, the Supreme 
Court decision this week - said: 
“This court has unequivocally held 
that the streets are proper places 
for the exercise of the freedom of 
communicating information and 
disseminating opinion and_ that, 
though the states and municipali- 
ties may appropriately regulate the 
privilege in the public interest, they 
may not unduly burden or pro- 
scribe its employment in_ these 
public thoroughfares We are 
equally clear that the Constitution 
imposes no such restraint on gov- 
ernment as respects purely com- 
mercial advertising. 

“Whether, and to what extent, 
one may promote or pursue a gain- 
ful occupation in the streets, to 
what extent such activity shall be 
adjudged a derogation of the public 
right of user, are matters for legis- 
lative judgment. The question is 
not whether the legislative body 
may interfere with the harmless 
pursuit of a lawful business, but 
whether it must permit such pur- 
suit by what it deems an undesir- 
able invasion of, or interference 
with, the full and free use of the 
highways by the people in fulfill- 
ment of the public use to which 
streets are dedicated If the re- 


The | 


NEW SIZE OFFERED 


A new 25-cent size of McKesson & 
Robbins’ Albolene is promoted with this 
counter display, done in green and pink 
tying up with advertising of the cleans- 
ing cream in Life, with a schedule that 
calls for a half-page once a month. Dis- 
plays were furnished by Warner Bros. 
Bridgeport. J. D. Tarcher & Co., New 
York, directs the account. 


spondent was attempting to use th: 
streets of New York by distributin 
commercial advertising, the prohi 
bition of the code provision wa 
lawfully invoked against his con 
duct.” 


New Cessna Copy 
Predicts Post-War 
‘Flying Flivver' 


Wichita, Kan., April 16. 
Although war production now con- 
sumes all of Cessna Aircraft Com- 
pany’s output, the company for- 
sees a future in which a public air- 
educated by the war will provide a 
definite place for a “flying flivver.” 
That future is the basis of a new 
campaign which stresses the “fam- 
ily car of the air’ to be produced 
when it is no longer necessary to 
roll out bombers. 

According to Prentiss Cleaves, 
advertising director, the first ob- 
jective of the company is to paint 
an optimistic picture of postwar 
America and to point up a new air 
traffic trend in “flying for the mil- 
lions.” 

In a panel of the advertisement, 
Cessna explains its part in war pro- 
duction, making bombing training 
planes. In another part, war stamps 
and bonds are promoted and Cessna 
offers a set of “Keep ’em Flying” 
wings with every purchase of a 10- 
cent war stamp. 

Copy appeared first in full-page 
four-color form in  Collier’s for 
April 18, followed in Time, April 
20, and is scheduled for the May 2 
issue of The Saturday Evening Post 
Copy was placed in the May issue 
of Flying and other aviation pub- 
lications. Gardner Advertising 
Company, St. Louis, directs the ac- 
count. 


WPB Penalizes Talon 


for Hoarding Copper 

Talon, Inc., Meadville, ; 
world’s largest zipper manufacturer 
has been served with a suspension 
order by the WPB for misrepre- 


senting its requirements of scarce 
materials. The punitive order de- 
nies Talon further priority assist- 


ance until June 30 and limits it 
operations until then to 40 per cem 
of normal. 

Talon applied last fall for or- 


ity assistance to obtain coppel, 
claiming hardship to employe na 
distress in Meadville. The area was 
certified as “distressed” and re- 
ceived substantial Army orcers. 
while the Office of Preduction \ian- 
agement allotted ratings for « er 
Meanwhile, the WPB asserts, lon 
had contracted for 3,000,000 | nds 
of imported copper, not then der 


control, but “wilfully conce led 
this fact from OPM in asking «'¢ 


Gets Kennell Account 

Kennell Food Supply Co! ny 
Fairfield, Conn., has placed ol 
count with Park City Adve ng 
Agency, Bridgeport. 


Adds Seed Account 
Ferry-Morse Seed Compan). De 

troit, has placed its account Ww" 

MacManus, John & Adams 
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Certain-teed to Chicago 

Certain-teed Products 
tion will complete 
general offices from New York to 
Chicago on April 11. The home 
office will be located at 120 S. La 
Salle street, as will the laboratory, 
engineering and manufacturing de- 
partments, now located at Buffalo. 

Certain-teed will be located in 
the same building as its parent cor- 


Corpora- 
transfer of its 


poration, the Celotex Company, 
which has vacated its Palmolive 
building headquarters in Chicago. 


Goldwyn Appoints 


Samuel Goldwyn has appointed 


Donahue & Coe, New York, to di-| 


rect advertising for “The Pride of 
the Yanks,” which will be released 
in August. 


The patented Galv-Weld 
frame construction pre- 
vibration. 


vents rust and 


vy ARTK 


SIGN CO, LIMA, OHIO 


Haggerty Again | 
Urges Radio Tax 
at House Hearing 


_ Measure Passed House 
| Last Year, But Was 
| Killed by Senate 


Washington, D. C., April 14.— 
John B. Haggerty, president of the 
International Allied Printing Trades 
Association, made his annual ap- 
| pearance before the House ways 
and means committee today not 
only to reiterate his oft-voiced 
demand for a special tax on radio 
broadcasting but to ask that the 
_rates be “substantially increased” 
| over those which narrowly failed to 
be enacted last year. 


Mr. Haggerty’s proposals, alleg- 


edly made in behalf of the so-called 
“Big Five” A. F. L. printing unions, 
encountered immediate opposition 
from within A. F. L. ranks. The 
International Brotherhood of Elec- 
trical Workers, through Ed J. 
Brown, president, issued a _ state- 
ment condemning the printers’ 
effort as “an attempt to forestall 
progress.” 


Measure Passed House 


Mr. Brown quoted the stand) 
taken by the A. F. L. itself before | 
the Senate finance committee last | 
year, denouncing the proposed | 
radio tax as “punitive and discrimi- | 
natory in favor of newspapers as | 
against radio stations, and is de-| 
signed to take work away from a| 
new industry and throw it to an | 


old one.” Mr. Brown promised to | 


submit to the House committee data | competitive advantage which these 


showing that printing trades work- | 


ers have suffered no loss of employ- | over 


result of | 
printing | 


ment opportunities as a 
radio, but instead the 


‘unions have made their most sub- | 


stantial membership gains simulta-! ened by the diversion of advertising 


hase —- ae 
April 20, 1942 
neously with the expansion of A PROMISE 
broadcasting. 


Mr. Haggerty’s suggestions were 
almost identical with those he made| Blackouts? Yes 
before the same group last year, 
with the result that the committee Black Bread? 
recommended and _ the House) 


adopted a net time sales tax. The | e 
Senate discarded this levy in the! : 
process of rewriting the House-ap- | 

proved bill. 


“Tax Is Justified” 


Mr. Haggerty did not present a 

specific tax scale for broadcasters, | 

merely asking “the adoption of the 

language in the report of this com- | 

mittee last year with the rates set | Pinay 

substantially increased. We con-| 7 0. . 
tend that the proposed tax on com- aie ate etmek 
mercial radio broadcasters and net- ¥ 
works is justified to equalize the 


on Eo yo as " 
PILLSBURY FLOUR MILLS CO, MINNEAPOLIS. MINNESOTA 


HOW TO STRETCH YOUR FOOD DOLLAR 
Send for Pillsbury's Wartime Nutrition Guide “FIGHTIN’ FOOD 


now have 
primarily 


licensees 

their competitors, 
the many thousands of skilled 
printing trades workers, the job 
opportunities of whom are threat- 


government 


| Pillsbury Flour Mills Co. used this 875- 


Oy) AN EARNEST 
SOLDIER. OF THE 
LITTLE ARMY OF 
DOORBELL PUSHERS 
AND SEEKERS AFTER 
FACTS AXO FIGURES 
FINDS HIMSELF, 


IN THE LINE OP 
HIS DUTY, ON 
THE THRESHOLD 
OF AN AVERAGE 


AMERICAN FAMILY 


COMES TO YOU 


TELL ME 
WHAT PROGRAMS’ 
You LISTEN 


. .MINDAN AO 
“TS NEWS BROADCAST 


OVER_ 
“HE MUTUAL BROADCASTING 


SVSTEM* 


We RE INTERESTED 
IN KNOWING WHAT 


‘You LISTEN 
t0-: 


Now I 
REPRESENT 
tne JOOPER- 
BOSLEY- GALLOPING~ 
SURNEY: teee 


line, one-time institutional copy last 
week in 34 newspapers to point out that 
there will be plenty of wheat flour dur- 
inig World War II and boosting the 
merits of enriched white bread. The 
same message appears in the April 20 
issue of Time. Pillsbury's new wartime 
nutrition guide, ‘Fightin’ Food," is 
offered consumers. McCann-Erickson is 
the agency. 


| 
'from the printed page to radio 
| broadcasting.” 
| Mr. Haggerty was buttressed thi 
‘time by a report prepared July 18, 
1941, by the Treasury Department’s 
tax research division. He added 
this report to the record. Although 
| this document contained the phrase, 


|“if it is desired to impose a special 


|tax on radio broadcasting,” the 
union spokesman referred to it a: 
an unqualified endorsement of the 
idea of levying special taxes on 
radio. 
AS HE “Not an Advertising Tax” 
CHAMPION COWES INTO The report discussed various 
wer taoehiee “THE RING A GREAT |methods of taxing radio and in- 
Do You LISTEN ROAR GOES UP cluded the graduated scale which 
BQ TO?" LISTEN To 'T was subsequently voted by the 
LADIES AND House committee. This exempted 
GENTLEMAEN::+ stations with net time sales below 


$100,000, set a rate of 5 per cent in 
the $100,000 - $500,000 bracket, 10 
per cent in the $500,000-$1,000,000 
class, and 15 per cent for network 
and stations with sales exceeding 
the million mark. Mr. Haggerty 
did not say how great the “substan- 
tial increase’ he advocated should 
be. 

The union spokesman 


made a 


© ( & 


MUTUAL BRINGS 
You hE LATEST 
DANCE Music FROM 
THe TOP BAND OF 
“HE WEEK ---- 


MUTUA 


BROADCASTING 
SYSTEM 


— FIRST: ++: FIRST THREE 


NEWS---SPORTS---POPULAR MUSIC 


ook! I GOTTA 


l 

FIND OUT WHAT PROGR AMS 

You WSTEN TO. 
NY 


that 


are 


| particular point of his claim 
the proposed levies on radio 
“distinct from a tax on advertis- 
ing,” a phrase used in the Treasury 
report. The report itself discussed 
this point at some length but con- 
cluded: “Although the industry 
appears to be well able to pay a tax 
of this type from its net income, !t 
is probable that in the space of two 
or three years at least part of such 
a tax, if enacted, would be passed 
on to advertisers and ultimately to 
the consumers of the advertised 
products.” 
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ADVERTISING AGE 


HERE’S HOW TO GIVE YOUR MAGAZINE ADVERTISING THE 
TWO-WAY STRETCH THAT’S IMPORTANT THESE WARTIME DAYS: 


If you’ve never thought about it before, and of course you have—these wartime days are days to think 
seriously about TRADE influence. 

These are days that breed confusion and uncertainty among consumers. 

Your advertising in media consumers trust can do a lot to allay their fears and ease their perplexities. 
But what the local merchant can do for you among consumers he deals with day in and day out may be 
even more valuable. 

If you can get your advertising to do BorH jobs—sell consumers, influence the trade—brother, you're 


really going places! 


TRADE INFLUENCE is one of the big extra values you get when you advertise in The New York ‘Times 
Magazine . . . the big news and home and picture magazine carried exclusively by The New York Times 
every Sunday into over 800,000 homes all over the country. 

Department store buyers all over the country like our Magazine. They read it religiously. ‘Typical of 
what they think of it is this: “Your new Magazine is great! Streamlined, stripped for action—it’s really 
in tune with The Times!” 

A survey we made not long ago measures this TRADE influence . .. shows that no other newspaper enjoys 
such influence .. . indeed, that few other publications do. 


And this TRADE influence is extra. You get it at no additional cost along with the consumer influence 


that makes The New York Times the biggest Sunday advertising medium in the country . . . and the 
biggest in New York, your biggest, busiest and most influential market. 


Onell get you two that you'd like to know more about this kind of advertising value? Call us soon! 
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Shifts in Dealer Organization 


Not the least disturbing aspect of 
the dislocations in the normal mar- | 
keting structure which are being | 
occasioned by a wartime economy | 
is the breaking down of well-estab- | 
lished channels of retail distribu-| 
tion, and the frantic scramble for | 
new lines and new products to dis- 
place those which priorities or 
searcities or War Production Board 
orders have removed from. the 
civilian market. 

Where dealers have absolutely 
nothing to sell in their normal 
fields, they must obviously get 
something else to do or go out of 
business. But the enormous shifts 
in dealer characteristics, and the 
problems of those dealers not af- 
fected seriously by materials short- 
ages in their lines who neverthe- 
less suddenly find themselves com- 
peting for the available business 
with thousands of new dealers who 
were formerly in some other busi- 
ness, create situations calling for 
the most careful scrutiny on the 
part of manufacturers and dealers 
alike. 

For one thing, manufacturers at- 
tempting to keep their own dealers 
in business for the duration could 
probably profit from more careful 
analysis of these dealers’ locations, 
physical plants and normal operat- 
ing technique, so that, in their justi- 
fiable eagerness to provide them 
with something to sell, they do not 
induce their dealers to take on 


lines of merchandise which they 


are inherently unable to handle 
profitably, either because of service 
or installation difficulties, or be- 
cause of their physical relation to 
the normal retail traffic flow, or be- 
cause of ingrained public buying 
habits. 

From the standpoint of the man- 
ufacturer whose product is not now 
hampered by sales or manufactur- 


ing restrictions, it will also be wise | 


to gauge carefully all the possible 
results of increasing distribution 
tremendously through adding on 
dealerships which do not normally 


handle such products. The tempta- | 


tion of a manufacturer with goods 
to sell to add five or ten thousand 
new outlets with practically no 
effort is a great one, and in many 
cases is an opportunity so excep- 
tional that it should be grasped 
firmly. But in other cases, the 
manufacturer who already has rea- 
sonably _ satisfactory distribution 
among retail outlets which 


cuts his normal outlets by permit- 
ting thousands of “foreign” dealers 
to compete with his existing or- 
ganization, may find himself in hot 
water indeed when 
gency conditions no longer apply. 

The problem is an individual one 
for each manufacturer, and no 
over-all answer can be supplied. But 
certainly the entire subject deserves 
the closest and most careful atten- 
tion of all marketing, sales and ad- 
vertising executives. 


Two Jobs to Be Done 


We have no patience with those 
who caution us that it is impolitic 
or worse to speak of that happy 
day when the war will be won. If 
when we were at peace, we had 
adequately prepared for war, we 
would now be much closer to final 
victory than we are; and if, now 
that we are at war, we prepare for 
peace, we can conquer all the prob- 
lems of that peace much more 
easily and quickly. 

Advertising can and must play an 
important part in winning the war. 
In winning the peace, advertising 
and merchandising must and can 
play a vital role—perhaps the most 
vital of all roles. When the war is 


won, we shall have the greatest 
productive capacity ever dreamed 
of, suddenly catching up and sur- 
passing demand—a situation which 
most of us have already witnessed | 
at least twice in our lifetime. 


In simplest terms, a condition in 
which productive capacity far ex-| 
ceeds demand permits of only two 
alternatives: production can be} 


trimmed to coincide with demand; 
or demand can be built up to the 
level of production. 

The first alternative is the one of 
hopelessness, of depression, of 
smokeless smoke stacks, closed up 
factories and breadlines. The sec- 
ond is that of a rising and ever- 
rising standard of living, of war de- 
mands turned into civilian demands, 
of better housing, better foods, bet- 
ter clothing, better living. 

Available productive capacity by 
itself never has and never will 
raise the level of demand substan- 
tially. It takes the catalyst of ad- 
vertising and merchandising to 


| translate the ability to produce into 


the hopes and dreams and aspira- 

tions and demands of the public. 
There is no sound reason why 

the United States cannot step from 


victory in this war into a_ real 
golden age of peace and accom- 
plishment. Sound and far-sighted 


vlanning, effective advertising and 
aggressive merchandising can help 
tremendously. 


Tel. Del. 1337 


ordi- | 
narily sell his line, and who under- | 


present emer- | 
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"| know you spent hours on it, Hardwic 


A MASTERPIECE OF MERCHANDISING 


| 
| 
| 
| 
| 
| 


This Week 


Magazine 


k, but after all, the peas are for sale!" 


No Screwball Shortage 


There may be blackouts in Cali- | 
fornia, but there’s no blackout of 
|the screwball idea for which that 
| section of the dear old U. S. A. has 
become famous recently. A letter | 
your Ad-libber just got from the 
Pasadena representative of the Jef- 
|ferson Standard Life Insurance 
|Company is enough to prove that. 
| His plan (by the way, his name is 
| Robert S. Clary) is so grand, so 
/noble, so utterly remarkable, that 
| you will probably be kicking your- 
| self around a chair for not thinking 
|of it first, just the way we have 
| been doing. 
most naked essence: 

Congress will 
at once, the insurance of each of the 
| 133,000,000 souls in the 
States on a 20-year endowment 
| basis, the insurance to be written 
by existing life insurance 
|panies. For this $1,000 20-year en- 
dowment policy, each man, woman 
| and child is to pay $1 a week for 20 
years. The federal government is 
to match this sum, and is thereby 
to become the beneficiary of an- 
other $1,000 of insurance for each 
individual in the country. Thus 
easily, a premium income of $266,- 
, 000,000 a week, or $13,832,000,000 
|per year, or $276,640,000,000 in 20 
years, will be built up. 

Out of this painlessly built up 
sum (a mere $13,832,000,000 a year 
contributed equally by government 
and citizens), the 
panies in 1962 will pay 133 billion 
dollars to the public, in the form of 
$1,000 to each citizen, plus an addi- 
| tional 133 billion to the government 
(“every dollar of which must be 
applied immediately to reduction of 
the national debt’). Even after 
these magnificent payments have 
been made, there will exist a fund 
of $10,640,000,000 to take care of the 


| 


necessary operation expenses, in- 
cluding medical examinations, 
agents’ fees and actuarial, under- 


writing and other expenses. 

It's as simple as ham and eggs, 
or $30 every Thursday, isn’t it? 
You and I pay the insurance com- 
panies $138,320,000,000 and the gov- 
ernment does the same thing; at the 
end of 20 years the insurance com- 
panies give us (collectively) $133,- 
000,000,000 of our money back, and 
the same amount to the govern- 
ment. Thus, as Mr. Clary exhorts: 

“This simple plan will raise 133 
billion dollars for Uncle Sam, and 
give YOU $1,000 in cash. Get be- 
hind it. Get your life insurance 
company behind it. Get your Sen- 
ator and Congressmen behind it.” 

Brother, can you spare a dollar? 


Pointed Paragraphs 

Lewis & Mayne, Inc., direct mail 
advertising organization of San 
Francisco, joins the ranks of those 
upon whom the Ad-libbing acco- 
lade has fallen with a direct mail 
piece that hits the target. It’s a one- 
fold board with a Japanese, a Ger- 
man and an Italian stamp on the 


Ad-libbing 


| front fold, with the legend: “They 


Here’s the idea, in its | Carrying proper 


United | 


com- | 


insurance com- | 


| population. 
| numerous 
| tie-ins with Life ads at point of sale 


No. 1971. 


can have ’em .. . we don’t want | 
‘em,” and the announcement that | 
the company now makes no mail- 
ings to “Axis, Limited, a non-profit 
organization.” On the inner fold is 
a one-cent U. S. stamp, “an emblem 
of a free fighting country, the car- 
rier of selling messages for every | 
type of business. . . Now it is per- 
forming a timely service in carry- 
ing information to customers who 
can't be served because of con- | 
versions, material shortages or dis- | 
continuance of common commodi- 
ties; it is holding good will ... by 
explanations on 
needful and forced changes in many 


|} sounder friendship for business by 
carrying advance notices of impor- | 
tant changes in merchandise, price 
| structures and selling methods; it is 
pinch hitting for lost manpower in 
covering sales territories.” 


Jottings 

E. J. Kelly & Co., Kalamazoo 
printing ink maker, is advising cus- 
tomers that after April 30, when 
the ban on tin cans for printing 
inks goes into effect, its inks will 
reach customers in paper containers 
similar to the conventional ice 
cream container. These specially 
developed paper containers have 
proven satisfactory in tests, the 
company says, but it will continue 
its search for an even more perfect 
substitute . 

Lee Ringer Advertising, Los An- 
geles, has developed a complete 
“Serve with Silence” campaign 
which it has donated to the gov- 
;}ernment. One piece is a_ poster 
mailing card with the “Serve with 
Silence” theme pointed up by a lip- 
covering illustration. . . 

Douglas County, Nebraska, in 
which Omaha is located, is cur- 
rently engaged in its third advertis- 
ing campaign to collect delinquent 
taxes. As in previous the 
campaign hinges on the existence 
of a state “tax bargain” law which 
;cancels the interest on delinquent 
real estate and personal property 
taxes prior to March, 1939, if paid 
before July 1, 1942. This is the 
| third enactment of the law, similar 
laws in 1938 and 1939 
served as the basis for 
previous campaigns. . . 

Argus, Inc., has published a 
handbook of helpful hints for the 
amateur photographer which retails 
|for 25 cents, and in three weeks 
dealers have already ordered over 
15,000 copies. The company expects 
to sell 50,000 copies of the hand- 
book in short order. . . 

The Victory fly swatter has joined 
the ranks. Made by the U. S. Mfg 


cases, 


having 
the two 


Corporation of Decatur, IIl., it is 
constructed of a paper fibre swat- 
ting blade and a wooden handle 


Unless the WPB relents on a recent 


No. 1973. 


order prohibiting the use of iron or 
steel in swatters after July 1, U. S 
expects to have the field pretty 
| much to itself this year... 
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Advertisers 


The following documents may b: 


secured without charge from com 
| panies sponsoring them, or throug 
ADVERTISING AGE, by any nationa 
advertiser or 
executive writing on his busines 


advertising agenc: 


letterhead. 
/No. 1970. Life Sells—Why? How! 
In this new manual, which j 


designed especially for advertisers 


salesmen, Life shows its estimate: 
audiences in trading areas whic! 
have central cities of 25,000 or mors 
The pages also shov 
examples of retailers 


The Memphis’ Trad 
Area. 
Memphis Publishing Company 


publisher of the Commercial Appea 
and Memphis Press-Scimitar, ha: 
issued this new map, which incor- 
porates sections of the four states 
making up the Memphis trade area 
A table provides figures on retai! 
sales, population and newspape! 
coverage of counties and towns ove: 
2,500 in the market. 


No. 1972. Star Salesman in a 
$5,000,000 Retail Market. 


Radio Station WKBN, Youngs- 
town, O., has issued this brochure 


| describing its facilities and market 


Both are new, in that the station’s 
power has been increased and its 
coverage area broadened. Maps and 
market data tell the story. 


Newspaper Reading. 


The News-Argus, Goldboro, N. C., 
has issued this study of reading 


make mandatory kinds of business—it is building a | habits, based on one typical edition 


of the paper. Charts and graphs 
illustrate per cent of readers pe! 
copy, attraction to various editorial 
features and advertisements, length 
of time the paper is kept and vari- 
ous other readership habits. 


No. 1898. Facts About Newsweek's 
Audience and Market. 

Newsweek has issued two sets of 
charts—one, dealing with market 
facts for business and_ industrial 
advertisers—and the other, a study 
of Newsweek’s readers. The reader 
analysis shows the number of read- 
ers and number of families, their 
income, spending ability, use of 
products, and purchasing plans. 
The other set of charts shows an 
analysis of readership among busi- 
ness men, industrial executives and 
government officials. 


No. 1913. Iowa Plus What? 

A composite daytime coverage 
map of the Cowles stations, WMT, 
KSO, KRNT and WNAX, based on 
the fifth CBS listening area survey, 
forms the center spread of this 
folder, issued by The Katz Agency. 
A tabulation covers population, 
radio homes, number and value of 
farms and cash farm income for the 
area. The plus comes in through 
local advantages of individualized 
programming from the five stud.os, 
dealer support and other aids. 


No. 1896. They Were Talking 
About Us... 

“Not mad, just terribly hurt, 's 
the way The Star Weekly, Toro:to, 
describes its feelings when some one 
was overheard to say that nobody 
reads anything but its comics «nd 
roto section. After an understad- 
able period of brooding a coas!-‘o- 
coast survey of the Dominion vas 
made, and results tabulated in ‘"!5 
attractive book. Readership |e" 
centages are shown for the var Us 
sections of the paper by loca’o, 
age, income and occupation. 


No. 1930. Troy — a 
York Market. 
Market statistics for Troy, N Y., 
are covered in detail in this fo ¢et 
issued by the Record Newspa@) ers 
There is a map of the city zon nd 


Major 


|another of the retail trade zone nd 


data for both areas are arrange’ 


| tabulations. 
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War Copy Appeals 
‘o Both Sexes, 


Study Indicates 


New York, April 14. — War-time 
advertising themes are well read | 

d read equally well by men and 
women. The 49th Continuing Study 
of Newspaper Readership of the) 
Acvertising Research Foundation, | 
recently issued, reaches this con-| 
clusion in analyzing eight national 
and local newspaper advertisements 
wth war themes in the Feb. 19 
issue of the Press, Binghamton, 
N. Y. 
Best read national ad in the en- 
tire issue, by men, was the Atlantic 
Retining Company’s “Service with a 
Grease Gun” copy, running 828 
lines, Which attracted 24 per cent 
of the men and 20 per cent of the 
women interviewed by field re- 
searchers. 

Both men and women were at-| 
tracted by a full page local ad of | 
two furniture stores, “Attention: 
Hitler, Hirohito, Mussolini,” which 
ranked first in readership by men, 
attracting 51 per cent, and third 
among women, rating 58 per cent. 
Two other retail advertisements, 
which attracted respectively 65 and 
63 per cent of the women queried, 
drew less than 25 per cent of the 
men readers. 

War Copy Rates High 

“We, The People—at War,” a 
1,352-line department store adver- 
tisement announcing eight window 
displays on civilian participation in 
the war effort, stopped 38 per cent 
of men readers and 44 per cent of 
women. 

The Grand Union Company, food 
distributor, interested 19 per cent 
of the men and 16 per cent of the 
women interviewed with a 628-line 
message directing readers to pur- 
chase defense stamps and bonds at 
retail stores with the headline, “Far 
From the Front the Battle Is 
Fought.” 

The Binghamton Press’ own 477- 
line promotion advertisement, 
“They Call Him a Victory Worker,” 
drew 18 per cent of men and wo- 
men 

“War Industries Need Natural 
Gas for Armament Production,” a 
612-line utility service notice, was 
read by 17 per cent of men and 13 
per cent of women. 

More women than men read the 
“Pay Day Is Victory Day” copy run 
in 412 lines by P. Ballantine & 
Sons, brewery, the score being 8 
per cent to 10 per cent. 

“Easy Credit,” an appeal for sell- 
ing U.S. savings bonds at Rudolph’s 
jewelry store, local, drew 6 per 
cent of the men and 8 per cent 


| NEWHAVEN 


is First! 


Joby Petrie of New Haven, the 
famous creator of magic tricks and 
Stage effects, was the father of the 
ideo of the self-starter for the au- 
tomebile. In 1900, when autos were 
tran-porting 72 pounds of batteries 
to siart it, Mr. Petrie attached a 
Magneto to the fly-wheel to create 
the spark. The idea developed 
the .+lf-starter. 


~ 


Che New Gaven Register 


of the women interviewed. The ad 
totaled 499 lines. 

But even wartime themes were 
outranked by pure sex as an appeal 
to both male and female readers. 
A full length leg picture of Ginger 
Rogers as “Roxie Hart” in a Strand 
theater ad of 780 lines won the at- 
tention of 50 per cent of the Bing- 
hamton Press’ male readers and 58 
per cent of its feminine audience. 


Sponsors Polish Quiz 


Deisel - Wemmer - Gilbert Com- 
pany, Detroit, has signed a 13-week 
contract to sponsor WJBK’s Polish 
Quiz, from 6 to 6:30 p. m. Sundays, 
in behalf of R. G. Dun cigars. The 
program was formerly sponsored 
by the same firm for its San Felice 
brand. 


New Campaign for 
Honey Launched 
in New York Area 


New York, April 15—John G. 
Paton Company will launch a 
spring newspaper campaign for 
Golden Blossom honey this week 
with introductory copy informing 
consumers that from now on the 
product will be packed entirely in 
glass. In the past Golden Blossom 
has been available in either the tin 
or glass package, with one and two- 
and-a-half pound tins accounting 
for a major portion of the volume. 

Opening ad in the drive will be 
a 400-line announcement appear- 
ing in six metropolitan papers. 


Early in February the company 
space in three metropolitan 


newspapers to assure the public Adds Cosmetic Account 
that quality would be maintained 


and announced that “should the na- 
tion’s need for materials necessitate 
any change from our present con- 
tainers, we shall make this change 
cheerfully. . 

Charles W. Hoyt Company is the 


w“ ” . 
Post’ Boosts Price 
The Post, Bridgeport, Conn., has | month. Write now for interesting 

its price from two to three 

cents per copy. 


Subsequent copy in 210-line size To J. M. Hickerson 
will be run once and twice weekly, 


urging the public to “sweeten with 


Bar-T-Bar Ranch, 


Winslow, 


Ariz., has named J. M. Hickerson, 


for Great Meteor Crater. 


unprecedented demand,” 
geles cosmetic maker, has 


Co., Los Angeles. 


House of Hollywood, Los 


Inc., New York, to direct promotion 


An- 
placed 
its account with Eugene F. Rouse & 


c THIS IS JINX FALKENBURG 


RETTIEST girls tn the world 

are yours in EYE*CATCHERS 
Character men, women and chil- 
iren, too. Situations for all busi 
nesses. 100 new subjects monthly 
to pep up your advertising and in- 
crease its pull. Belongs on every 
advertiser's desk Only $5 per 


proofs, FREE. No obligations 


* . Bh $ 
EYE*CATCHERS, Inc., “E20 St 


Louisville Has Somethings New! 


Here's high reader interest for the advertiser. 
- « « Here’s the advantage of a smaller-size 
page, providing page-dominance with modest 
space. ... Here's color in units as small and 
inexpensive as two-fifths of a tabloid page, 
with milline rates that compare favorably 


with any! 


* 
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and-White— 


WHITE 


WHITE 


Sunday Courier-Journal — - 


Check It Against These High 
Standards of Excellence 


1. The local interest of the home town newspaper. 
. The woman-appeal of This Week Magazine. 
The pictorial excellence of Parade Magazine. 

. The diversity of the New York Times Magazine. 


. The color perfection of Fortune Magazine. 


You Can Now Combine 
SUNDAY 


( Roto-Magazine, Color Comics R. O. P. Black- ) 


WITH DAILY 


( R. O. P. Black-and-White—Your Choice of ) 
Morning Or Afternoon 


FOR EXAMPLE: 


ADVERTISEMENTS RUN SUNDAY AND DAILY IN 
] R. O. P. BLACK-AND-WHITE 


plus 


ADVERTISEMENTS RUN IN THE SUNDAY ROTO- 
MAGAZINE AND DAILY R. O. P. BLACK-AND- 


plus 


ADVERTISEMENTS RUN IN SUNDAY COLOR 
COMICS AND DAILY R. O. P. BLACK-AND- 


will earn the 


24 TIME RATE FOR ALL THREE COMBINATIONS! 


AVERAGE JANUARY, 1942 


Net Paid Circulation 


207,900 


Daily Courier-Journal 
(morning) 


Louisville Times (afternoon) 139,700 


- 129.600 


* 


REPRESENTED NATIONALLY BY 
THE BRANHAM COMPANY 


FIRST 
APRIL 


ISSUE 
19 


HE newspaper readers of the thriv- 


ing and prosperous Louisville 
area have a present from The 
Courier-Journal. 
Its our brand-new Sunday Roto- 
Magazine, combining the old magazine 
and rotogravure sections in a smaller, 


brighter, handier, single format. 


Preserving all the best features of 
the former sections, which we are vain 
enough to think we had brought up to 
a high standard of excellence among 
Sunday newspaper sections, the new 
Roto-Magazine has a lot of new features 
all its own. 


It should be off the press by the time 


you read this announcement, and = in 
order that you may see for yourself that 
we really have something you can use, 
we want to send you a sample. 

Just write to us, or any Branham 
office. We think you'll agree, when 


you see it, that there’s something new 


under the newspaper sun, after all. 


ROTO-MAGAZINE 
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ADVERTISING AGE 


MORE DEPARTMENT 
THAN ALL OTHER CHICAGO 


PERCENTAGES OF ADVERTISING EXPENDITURES PLACED BY 
CHICAGO DEPARTMENT STORES IN CHICAGO NEWSPAPERS 


FIRST 3 MONTHS OF 1942 


— IT PAYS TO ADVERTISE IN THE NEWSPAPER PEOPLE WANT 

r bias During March, Tribune total circulation averaged in excess _ the third Chicago Sunday newspaper. 

: ies of 1,000,000 net paid on weekdays and in excess of Right in metropolitan Chicago, the Tribune last month 
, 1,200,000 on Sundays. delivered 370,000 more daily circulation than any other 
Pat This was 520,000 more total daily circulation than was Chicago daily newspaper delivered. On Sundays, the Tribune 
7S delivered by any other Chicago daily newspaper—and more __ delivered in metropolitan Chicago 370,000 more than the 
ae than any two other Chicago daily newspapers combined. second Chicago Sunday newspaper and 450,000 more than 
4 On Sundays, the Tribune delivered 345,000 more than the __ the third Chicago Sunday newspaper. 

; second Chicago Sunday newspaper and 815,000 more than When you can have more, why take less? 
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MARCH AVERAGE NET PAID TOTAL CIRCULATION: {I 
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STORE ADVERTISING 
NCWOFAPEHO GUMBINED! 


Chicago department stores during the first 
three months of 1942 placed m the Tribune more of their 
advertising budgets than they placed i all other Chicago 
newspapers combined—and 208% more than they 
placed in any other Chicago newspaper 


j 
4 
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HARTED HERE is fresh evidence that you 
L use your Chicago promotion funds to best 
advantage when you concentrate them in the 
Chicago Tribune. During the first three months 
of this year, Chicago department stores placed 
in the Tribune 54.2% of their advertising ex- 
penditures in Chicago newspapers. 

This was 208% more than they placed in any 
other Chicago newspaper—and more than they 
placed in all other Chicago newspapers combined. 

This latest appraisal of the relative ability of 
Chicago newspapers to produce volume sales 
under today’s conditions is of interest to every 
advertiser determined to get full value from his 


advertising dollars in Chicago. 


Chicago 


THE W 


With more people to be sold products and ideas 
here than ever before, these merchants who know 
firsthand how Chicago buys make plain that the 
Tribune is your basic medium. Delivering hun- 
dreds of thousands more circulation, daily and 
Sunday, than other Chicago newspapers, the 
Tribune is the one medium which delivers the 
intensive market coverage you need in order to 
produce the results you want here. 

When you can have more, why take less? No 
matter what you sell or to whom you sell, the 
facts prove that you get more for your money 
when you build your Chicago sales drive around 
the Tribune. Rates per 100,000 are among 


America’s lowest. 


Cribune 


ORLD‘S GREATEST NEWSPAPER 


Sf Wt Aina Chica fn BAVERRS |p 


N:]DAILY, OVER 1,000,000; SUNDAY, OVER 1,200,000 
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April 20, 1942 


Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


Panel Poster Chase 

To the Editor: We are forward- 
ing herewith photograph of a poster 
display showing the Gilmore Red 
Lion chasing a Lucky Bock Beer 
goat. 

The panels are located in the 
shadow of the Smith Tower build- 
ing at Seattle. 

WALTER N. SPERLING, 


Ruthrauff & Ryan, Seattle, 
Wash. 
v v v 
First in the Field 
To the Editor: Copy Cub is 


right in Rough Proofs in saying that 
“the only way to mollify a femme 
deprived of chic new styles is to 


let her wear a_ nifty uniform 
with a Sam Browne belt.” Our 
client, Intermountain Knitting 


Mills, Ogden, Utah, maker of Jed- 
wins women’s clothes, sent you the 
attached release on Dec. 9, 1941, 
calling attention to the fact that it 
was the first manufacturer to pro- 
duce civilian defense uniforms. 

Yes, the planned uniform ward- 
robes are selling very well, thank 
you. 

BERNICE BOWSER, 
Bowser Service Corporation, 
New York. 


. 


Posters Speed Use 


of Refrigerator Cars 

To the Editor: I am sure you will 
be interested in the enclosed min- 
iature reproduction of an 8 by 12'%- 
inch red, white and blue poster, 
200,000 copies of which this organ- 
ization distributing at its own 
expense as an aid to the govern- 
ment’s campaign to expedite the 


v 


is 


in, /) WAR WEAPONS! 
oo 


7 GET THIS CAR UNLOADED 
and Gace TO Tee Fetes Ce 

7 TO WELL WITH "FREE TIME 
Bl eal 
o 


ms CAR UMLOAOED 


4 YOUR J08 15 TO 
WEEP EM ROLLING” 
Cantrd. Prase Pruaat § Vegutebls Moan 


= 


use of refrigerator cars in the in- 
terest of national victory. 

An additional 200,000 copies, 
by 3 inches, also in three colors, 
are being distributed for use as 
stickers on bills of lading and let- 
ters throughout the fresh fruit and 


9 


vegetable industry. The large poster | 


is to be attached to the inside of 
refrigerator car doors as a reminder 
to receivers to unload and release 
promptly. 

We believe your readers are in- 
terested in any and all efforts to 
speed up the transportation and 
distribution of basic food commodi- 
ties. 

W. GARFITT, 

Executive Vice President, 

United Fresh Fruit & Vegetable 

Association, Chicago. 


v v 


Enriched Bread Here 
to Stay, Tobey Says 


To the 


v 


Editor: The article en- 
titled “White Flour Ban” in your 
March 30 issue is unduly pessi- 


mistic regarding the status of en- 
riched bread in this country. 

While it is true that this “nutri- 
tionally modernized” bread got off 
to a slow start a year or more ago, 
it has been making very gratifying 
progress in recent months. Today, 
for example, about 75 per cent of 
the approximately 2,000,000 loaves 
of white bread sold every day in 
New York City are enriched with 
vitamins and minerals natural to 
whole wheat, in contrast to only 
about 25 per cent at the beginning 
of 1942 

Similar gains in the production 
and sales of enriched bread, as the 
result of a growing consumer ap- 
preciation of this improved product, 
have occurred in virtually all parts 
of the country. Last* October about 
one-third of our white bread was 
enriched, whereas today fully one- 
half of the ten and a half billion 


THE CHASE IS ON 


Coincidental posting of these two advertisements attracted even more than 


the usual attention 


in Seattle, Wash. 


pounds of bread produced annually 
in this country is enriched. 

These facts obviously refute the 
allegations in your article that the 
public continues to be apathetic or 
nonchalant regarding enriched 
bread. The medical profession is 
also, on the whole, solidly behind 
this movement, as indicated by the 
leading editorial on the subject in 
the April 4 issue of the Journal of 
the American Medical Association. 

Enriched bread already has at- 
tained a permanent place in Ameri- 
can life. Its curve of consumption 
is up, and this time it is going to 
stay up. 

Dr. JAMES A. TOBEY, 

Director, American Institute of 

Baking, New York. 


v v’ 
It's Glassed Foods 
To the Editor: I know you will 


be glad to have me point out that 
the modern phraseology for the 
packing of coffee, fruits and vege- 
tables in glass is “glassing”’; the 
transitive verb is “to glass’; and 
the final product is “glassed” foods. 

Your interesting layout in the 
ADVERTISING AGE of March 30 with 
pictures of the top award winners 
of the A. M. A. Packaging Exposi- 
tion points out that California 
Packing Corporation won an award 
with its glassed fruits and vege- 
tables. But the caption, in old-time 
phraseology, states anachronistic- 
ally that the prize was given for 
“Duraglas canning of Del Monte 
fruits and vegetables by California 


Packing Corporation, San _ Fran- 
cisco.” 
LARRY SMITs, 
Steve Hannagan, Publicity, 
New York. 
v v v 


Sun Ray Claims 
the Original Copy 

To the Editor: On page 6 of the 
March 23 issue of ADVERTISING AGE 
we noticed a reproduction of Cap- 
lan’s advertisement for used tooth 
paste and shaving cream tubes to 
be turned over to the government. 

We call your attention to the fact 
that it very similar to the ad 
which we enclose. We also call your 
attention to the fact that this Sun 
Ray ad is the original which has 


is 


THE ORIGINAL 
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Sun Ray Drug Co. claims to be first in 

the field—followed by many imitators— 

with copyrighted copy offering to give 

cash or credit for used tooth paste and 

shaving cream tubes to be turned over, 
cost free, to Uncle Sam. 


been duplicated in newspapers 
| throughout the country in spite of 
our copyright. 

We previously forwarded to you 
a copy of this ad the day after in- 
sertion in the Philadelphia Bulletin 
Feb 5. We anxiously awaited the 
appearance of it in your columns 
and we were somewhat surprised 
to find that our “‘get-up” finally ap- 
peared in your publication under 
someone else’s name. 

However, we still think it is a 
swell promotional stunt (even if it 
is our own brain-child) and we are 
glad to see that it has received 
some publicity in your columns. 

J. W. Brown, 

Advertising Manager, Sun Ray 

Drug Company, Philadelphia. 


v v v 
“Adolph” Medals 
To the Editor: We thought you 
might be interested in the attached 
label prepared for our client, 
Scherer Freight Lines, Ottawa, II1., 


Mepat On You ©}, he 
SCHERER racicatimcs 


CONSERVE And Help Win The Wer! 


to impress their drivers with the 
importance of careful handling of 
freight in the war effort. 

The label attached to each 
shipment as it is picked up by the 
Scherer driver, and serves to 
mind both those who handle the 
shipment on the trucks and in the 
terminals and the shipping clerks 
who finally open the shipment to 
“handle it with care.” 

JAMES E. GALLAGHER, 

Kenneth B. Butler & Associates, 


is 


Mendota, Ill. 
- © v 
Knots 
To the Editor: Re your “Voice 
of the Advertiser” discussion of 


square and thief knots: 

Much ado about knotting! 

Jack HORNER, 
Publicity Division, National 
Safety Council, Chicago. 
v v v 

“Knottical” Tie-up 
Drives Hunter to Sea 

To the Editor: Knot being an 
authority on knots, I can knot give 
a final answer to our mutual knotty 
problem. I can knot even get the 
answer from the official Boy Scout 
handbook, as it does knot illustrate 


the alleged “thief” knot. I am in- 
clined to agree with Mr. Bealer, 
but Dick Hunter’s three years at 
Annapolis makes me fear that he 
will tie me into a knot. In spite 
of this, after much practice with a 
piece of string, I find that the 


alleged “thief” is extremely difficult 
to tie and exceedingly easy to pull 
apart. 

But please, Mr. Bealer, now that 
we are ready to yield on your point, 
please call off your dogs you 
have already driven our good ac- 
count executive, Dick Hunter, to 
join the U. S. Navy, where he will 
surely find the answer to this “knot- 
tical” problem. He will be too busy 
protecting our shores to have time 
to protect himself. Meanwhile, we 
will either have to find another 
man or take on his duties in our 


as 


re- | 


already overworked promotion de- 
partment. 

As to that bill for extra space, 
split it and charge the U. S. Navy 
recruiting service for half of it, as 
they really cashed in by getting a 
swell guy like Dick Hunter into a 
blue jacket. 

RUSSELL L. SIMMONS, 
Promotion Manager, General 
Advertising Department, 
Cleveland Press. 


7, ¥ 


The Eagle’s Claws 

To the Editor: Looking over 
your issue of April 6, we note on 
Page 18 the cut headed, “Parallel 
Thoughts in Advertising Approach.” 

You ask whether anyone else has 
used this same idea. Please note the 
proof attached of copy we ran for 


Hodgman Rubber Company in the) 


February 
| Fishing Magazine. 

| This advertisement, incidentally, 
| was prepared the day after Pear] 
Harbor, so we think we are ahead 


your columns. Furthermore, 
think we tell a_ better story 
fewer words. 

MELVIN B. SUMMERFIELD, 


in 


General Manager, Franklin 
Advertising Service, Boston, 
Mass. 

v v v 


Here’s Another Eagle 


To the Editor: Here is another 
parallel idea similar to the two fea- 
tured in the attached clipping from 
a recent issue of ADVERTISING AGE. 

The advertisement, copy of which 
we are enclosing, is dominated by 
an illustration of an American 
eagle, together with the headline, 
“Give Us Steel!—the Urgent Cry of 
Defense.” It appeared in the Jan- 
uary issues of Blast Furnace and 
Steel Plant, Iron Age and Steel, and 
the February issue of Iron and Steel 
Engineer. 

W. J. GROVER, 

Surface Combustion Corpora- 

tion, Toledo, O. 
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EAGLE AGAIN 
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Rubber 


Co. 
“beat” over at least two other adver- 
tisers with this copy which appeared in 
the February issue of Hunting and Fish- 


Hodgman can claim a 


ing Magazine. The others were repro- 
duced in these columns April 6. 


Book Publisher 


Sets High Goal 


lof both pieces of copy shown in| 


To the Editor: I was very muc! 
interested in your lead editorial i: 
the issue of March 30, “Books Are 
in Demand,” especially the second 
paragraph. The thought it con- 
tains parallels an institutional ad- 
vertisement which we prepared fo: 
Farrar & Rinehart, book publisher 
This has appeared, starting Feb 
21, in The Nation, Saturday Revieu 
of Literature, Yale Review and 
elsewhere. 

As you will note, it points out 
that Farrar & Rinehart is publish- 
ing a good many books solely de- 
signed for relaxation, for it believes 
that a good detective story or a tale 
of adventure is a distinct form of 
therapy in unraveling taut wartime 
nerves. It adds, ‘We are also bring- 
ing out a number of highly impor- 
tant titles with specific bearing on 
civilian defense and on our total 
war effort. But in the larger sense 
Farrar & Rinehart propose to carry 
on so far paper and printing 
restrictions will allow, the notable 


as 


SAN DIEGO 


¢ Big enough and busy enough 
to be on your “A” schedule. 


e Definitely NOT a “by-product” 
of your other Southern 
California advertising effort. 


San Diego is moving rapidly into position 
as one of America’s first 25 cities. Call 
our National Representatives for month- 
by-month market data to keep pace 
with this major development. 


Sunday Union 


FEB. 1942 Circulation Averages 
Showing increase over Sept. 1941 ABC 


Union Tribune-Sun 102,198 -- up 26.2% 


75,076 -- up 29.9% 


SAN DIEGO UNION 


and TRIBUNE-SUN 


REPRESENTED NATIONALLY BY 
WEST-HOLLIDAY CO., Inc. New York + Chicago * Cleveland 


St. Louis * Seattle * Portland + Son Francisco * Los Angeles 
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program of publication of works in 


ill fields, which it began with its 
ery first list.” 
FRANKLIN SPIER, 
Franklin Spier and Aaron Suss- 
man, Inc., New York. 
v v v 


Government Has a 


Change of Heart 

To the Editor: I’m not suggest- 

g that it was my letter to ADVER- 
ristnc AGE that did it, for the same 
day I wrote you I wrote a similar 
etter to someone in the Treasury 
[epartment. And did I get results 

quick! 

In less than a week I received a 
ictter from Mr. Stewart Berkshire, 
deputy commissioner of the Inter- 
nal Revenue Division (FAA), with- 
drawing his objection to our neck- 
bind and suggesting that I resub- 


of media needs the door opened, 
and a little fresh air. 
CAROLINE WILLIAMS CARTER, 
Amesbury, Mass. 
- © v 
Abrams Parades the 
Facts for Goldman 


To the Editor: Poor Stanley 
|Goldman wails a loud, plaintive 
wail in reply to my suggestion, in 
“Voice of the Advertiser,” for a “dif- 
ferent” approach to radio research. 

How little he realizes the impor- 
/tance of new thoughts, new ideas, 
| yes even visions, in a_ profession 


‘that thrives on the surge of spon-| 


| taneous imagination! How little he 


| recognizes that advertising has no 
/room for “the man who accepts”; 
| that the man who rejects the ac- 


| 
| 
| 
} 


cepted for the new approach is the 
one who'll make his niche in the 
hall of advertising fame. 

I won't defend my advertising 
background in response to Mr. 
Goldman's suggestion that I keep to 
my own business. But if Mr. Gold- 


/man has questions on cumulative 


frequencies, the Optak process, 
drug and grocery merchandising, or 
the limitations of statistical form- 
ulae, let him fire away. I guarantee 
a high score. And when Mr. Gold- 
man, in pure self-interest, upholds 
the merits of the telephone survey 
method in radio research, let him 
observe a few facts. 

Prof. Lyndon O. Brown, one of 
the country’s leading marketing re- 
searchers, cites as disadvantages of 
the telephone survey method these 


three important factors: “(a) limit- 
ation to telephone subscribers 
almost “certainly distorts the 
sample”; (b) restricted to obtaining 
relatively small amount of informa- 
tion; and (c) difficult to determine 
age, economic condition and occu- 
pation of the subject.” 

A leading advertising publication 
in its Feb. 7, 1942, issue also names 
four definite disadvantages of the 
coincidental survey method. Among 
them: limited to periods considered 
reasonable for telephone, provides 
only a small amount of information, 
fails to measure attention value or 
intensity of listener interest, and 
fails to include cases of partial 
listening. But most important, and 
I quote, “it has a disadvantage in 
sampling because telephone homes 


are not necessarily representative 
of radio homes, even though an at- 
tempt is made to make allocations 
by address.” 
Even Crossley, 
foremost radio 


Inc., one of the 
research agencies, 
admits that of families owning 
radios only 11 million have tele- 
phones, while 16 million haven't. 
What do you think of that, Mr. 
Goldman? 

I could go on, showing further 
evidence of the weaknesses of to- 
day’s radio research. However, I’m 
sure the men who count in research, 
men like Stanton, Roper, Crossley 
and Hooper, realize its limitations 
and are striving to perfect a better 
method. 

GeEorGE J. ABRAMS, 
Newark, N. J. 


mit the original design for approval 
in the regular way. This was done 
and approval came back almost im- 
mediately. No change whatsoever 
was necessary—except a change of 
heart on the part of someone in 
Mr. Berkshire’s department. 

I didn’t think anything could get 
through a government agency as 
fast as that went through. 

Attached is sample of the neck- 
band, just exactly as we are using 
it. The next print order will be 
changed, however, to read “War 
Savings” instead of “Defense 
Bonds.” 

MILTON G. SILVER, 

Advertising Manager, Genesee 

Brewing Company, Rochester, 

Minn. 

, = 


Questions Media Choice 


To the Editor: As one who has 
always held that media are func- 
tional and should be selected like 
tools of an expert, each tool just 
right for the purpose, can you tell 
me why, at this particular crisis, 
the Petroleum War Council dumped 
the whole kit of media tools out of 
the box, then chucked back just 
one—the car card medium? 

If we don’t preserve the profes- 
sional attitude toward all advertis- 
ing during the war, how can we 
expect the government to take the 
defense of media seriously? 

I don’t sell car cards and I don't 
sell outdoor or any special medium. 
But I teach that each 
particular purpose —the best tool 
under the circumstances. It seems 
to me that circumstances now are 
just right to tell—with telling effect 
—to a whole lot of new passengers 
(standees or sittees) in street cars 
that what they are doing is above 
corns and comfort — because when 
you “Care for your Car you Care 
for your Country.” 

Flexibility in thinking shows that 
there are times when your old 
Standard approach on your choice 


HOW 
CAN YOU 
STRENGTHEN 
YOUR 
ADVERTISING 
IN THE 
FARM MARKET? 


... USE 
FARM 
PUBLICATIONS 
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* Without Crust... 
PPLESAUCE 


The crisp, short statements of good advertising lift selling to a level far 
above mere sugared morsels of vocal persuasion. Advertising puts top and 
bottom on selling talk, protects the buyer, because in black and white the 
seller takes his place squarely behind his product. To the multiple benefits 
of advertising, Champion for half a century has been contributing new 


THE CHAMPION PAPER AND FIBRE CO., Hamilton, Ohio 


MILLS AT HAMILTON, OHIO... CANTON, N.C... . HOUSTON, TEXAS 


and Tablet Writing ... Over 1,500,000 Pounds a Day 


DISTRICT SALES OFFICES 
NEW YORK - CHICAGO - PHILADELPHIA - CLEVELAND - BOSTON .- ST. LOUIS - CINCINNATI + ATLANTA 


and greater values in printing papers. Production control has assured uni- 
formly good pressroom performance, and scientific research has freed 
Champion from foreign sources of supply. In today’s emergency, Cham- 
pion serves America by producing materials for munitions, business papers 
for Government, business and printing papers for industry and commerce. 


Manufacturers of Advertisers’ and Publishers’ Coated and Uncoated Papers, Cardboards, Bonds, Envelope 
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‘Barton to Address AFA 


Bruce Barton, president of Bat- 
ten, Barton, 
New York, will head the program 
committee of the 38th annual meet- 
ing of the Advertising Federation 
of America at the Hotel Commo- 
dore, New York, June 21-24. Mr. 
Barton will deliver the keynote ad- 
dress of the convention which will 
be a “Wartime Advertising Confer- 
ence.” 


Summer Campaign 
of Tea Bureau 
ls War Casualty 


New York, April 14.—In line 
with the government’s order of 
March 27 restricting tea sales, the | 
Tea Bureau decided this week to| To Wiltman & Pratt 


cancel its proposed $200,000 sum- Wiltman & Pratt, Pittsburgh, has 
mer drive for iced tea which was} peen named to direct the accounts 
scheduled to break during July in| of Standard Floor Company, Malone 
magazines and outdoor posters. Plumbing & Supply Company and 

Since future plans depend/Republic Oil Company (effective 
entirely upon progress of the war|May 23). The agency has moved 
in the Pacific, and especially the to new offices at 201 S. Craig street. 


Durstine & Osborn, | 


Among Peabody 


P&G Soap Opera 


Radio Winners 

New York, April 14.—The sec- 
ond annual George Foster Peabody 
Awards for outstanding radio ac- 
tivity, which were revealed at a 
dinner in New York Friday evening, 
were marked by awards for specific 
programs in contrast to the first 
awards last year, which went to 
stations and networks for outstand- 
ing service. 

Winners in the second competi- 
tion, which is administered by the 
Henry W. Grady School of Journal- 
ism of the University of Georgia, 
were: 


Cecil Brown, Columbia Broad- 
casting System newscaster, for best 
news reporting. 

“Against the Storm,” daytime 
Procter & Gamble serial on NBC, 
and “The Bill of Rights,’’ Norman | 
Corwin’s production in celebration | 
of the anniversary of the Bill of| 
Rights last Dec. 15, for drama. 

Alfred Wallenstein, musical di-| 
rector of WOR and Mutual, in the 
field of music. 

The “Chicago Round Table of the 
Air,” sponsored by the University | 


of Chicago in conjunction with 
NBC, for education. 
International shortwave broad- 


casters of the country, for patriotic 
service. 

The Peabody awards, set up to 
perpetuate the memory of a well- 


known philanthropist, were orig- 
inally suggested by Lambdin Kay 


of WSB, Atlanta, and approved by 


the University of Georgia board of 
regents and. by the National Asso- 
ciation of Broadcasters at its 19409 
convention. 

Among those who served on this 
year’s advisory committee for the 
awards were Bruce Barton, presi- 
dent, Batten, Barton, Durstine 
Osborn; John H. Benson, presiden: 
American Association of Advertis- 
ing Agencies; Mark Ethridge, vice- 
president, Louisville Courier-Jour 
nal and Times; Virginius Dabney 
editor, Richmond Times-Dispatch 
Jonathan Daniels, editor, Raleig/ 
News and Observer; and Edward 
Weeks, editor, The Atlantic. 


fate of India and Ceylon, advertis- \¢ 
ing will be held in abeyance until 
October when the entire question 
of promotion will be reconsidered 
and keyed to whatever situation 
then exists. 

Although there is at present 
enough tea in the country to meet 
normal requirements until Novem- 
ber, the government’s conservation 
order restricting sales to 50 per cent 
was a precautionary move taken in 
view of Japan’s threat against India 
and Ceylon. These two areas, which 
are potentially capable of supplying 
world demand, are today the sole 
remaining sources of tea open to 
the United Nations. So far this) 
year, nearly normal shipments have 
been received from these countries 
but the future remains’ prob-' 
lematical. 

Even before the start of the war, 
we received 45 per cent of our tea 
from India and Ceylon, with Japan 
and Formosa supplying only 20 per 
cent. The remaining 35 per cent 
was obtained from Java and Su-| 
matra, where the Dutch recently 
applied the “scorched earth” policy. 


New Plans Being Formulated 


The Bureau is now formulating 
plans for operation under the new 
conditions. In the event the gov- 
ernment conservation order should 
be lifted in the near future, as a 
result of favorable military devel- 
opments, it is conceivable that 
promotion efforts might even be 
stepped up and the money saved 
this summer used to gain more! 
complete coverage than heretofore. 

Benjamin Wood, managing direc- 
tor of the Tea Bureau, commenting 
upon the summer cancellation deci- 
sion, pointed out that the Bureau | 
has no brand name to keep before 
the public, “but it is our feeling | 
that we can be effective by acting | 
as a clearing house of information | 
for the entire industry during the | 
difficult period ahead.” 

William Esty & Co. 
Bureau agency. 


is the Tea 


Truck Output Halted 


The War Production Board has 
ordered all production of medium | 
and heavy trucks for civilian use| 
discontinued after existing quotas | 
have been completed. Manufacture 
of passenger cars and light trucks | 
was halted Feb. 1. Chief reason for | 
the new edict is the rubber short- 
age. 


Troy is the rma cen- 
ter tor more than 201,000 
consumers. Only The 
Record Newspapers, sole 
T dailies, deliver this 
ma New York State 
market. "ee 
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; 4 ‘ y i leaders call 
Adds Heinz Outdoor age teract what union: 

, The H. J. Heinz Company has| $es al ies “false propaganda” circulated about 

y appointed Maxon, Inc., to handle its the 40-hour week. . 

f outdoor advertising effective May 1. The campaign opened with a full- 

- Maxon has page advertisement in “The Week 


0 magazine, s handled “newspapers, QING] Outdoor for in Review” section of the April 12 
more than 10 years. The outdoor is . New York Times. A total of 20 
National Drive 


program will be increased, with | newspapers in 16 cities, with aggre- 
Detroit, April 15.—Disturbed by 


. 24-sheet posters appearing in 285 gate circulation of 5,000,000, carried 

, markets. | the full-page ad headed “Victory 

° through Equality of Sacrifice.” Re- 

Cahill Expands Statf attacks on the 40-hour week and/ leases were staggered throughout 

Jno. J. Cahill & Consultants, San the clamor for “anti-labor” legis-| the past week. Twenty-four sheet 

Francisco business advisory com- lation, the rich and powerful UAW-| posters will carry the same slogan 

4 pany, has expanded its staff from C]O embarked this week upon what|in an extensive outdoor program 
15 to 25, and will now embrace the is probably the most extensive ad- 


selds of engineering, accounting ro! planned on a national basis. Sched- 
y . oer control and labor relations. vertising program ever conducted) ules are not complete, but union 
; The company was originally organ- ‘by a union. Its objective is to | headquarters said that farm papers 
| ved for product promotion and Present to the public labor’s posi-| and foreign language publications 


public relations. tion in the war effort and to coun-| probably would be on the list. Gen- 
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Full-page newspaper copy announces the new program of labor for war produc- 

tion—and making demands upon business as well—as the UAW-CIO inaugurates 

an extensive advertising drive in which it plans to use dailies, outdoor, farm 
papers and foreign language publications. 


eral Publicity Service, Detroit, is | full-page newspaper space to re- 


Se ee ae ba an he 


Why is Successful Farming'preferred by these genuine substantial farmers? 


Because Successful Farming, as the class magazine of the farm field, directs 


its editorial content to the business farmers of the nation—specifically 


those farmers living in the Heart States. It is the enterprising farmers in 


the Heart like the Don Graham family who this year will receive more 


than half of the 13 billion dollar national farm income . . . who look to 


Successful Farming for guidance. 


An unswerving editorial policy has placed Successful Farming in the 


role of farm family adviser to the high-income farmers of the nation. It 


is not surprising that today Successful Farming is PREFERRED as their 


personal guide to a fuller, happier life! Successful Farming’s intimate, 


friendly editorial style makes Successful Farming the “living’’ book in the 


farm field for advertisers as well as readers. MEREDITH PUBLISHING 
COMPANY, Des Moines, Iowa. ’ 
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placing the copy. 

Copy outlined “a program for the 
nation,” cited four unconditional 
commitments of the UAW-CIO, and 
listed 10 other points which the 
union deems necessary for “the suc- 
cessful defense of democracy.” The 
tenth point commits union members 
to accept non-negotiable, special 
defense bonds as wages for time 
over 40 hours a week, conditional 
upon the acceptance and adoption 
of the other nine measures. 

The ad points out that “this pro- 
gram represents the views of the 
700,000 defense workers who are 
members of the VAW-CIO,” and in- 
vites frank comment It is signed 
by the United Automobile, Aircraft 
and Agricultural Implement Work- 
ers of America (UAW-CIO) 

Another advertisement is sched- 
uled to run in the ANPA conven- 
tion issue of Editor and Publisher, 
addressed to the newspapers of the 
country. It will register the union's 
complaint that newspapers are not 
giving labor a fair break Union 
headquarters could not say how 


many ads were planned for the 
series, but indicated that this was 
“just a start.” 


Message to MacArthur 


In an earlier advertisement, the 
UAW-CIO joined with other affili- 
ated international unions in using 


printa message promising full labor 
aid to General MacArthur and the 
Australian Council of Trade Unions 
Replies from both the commander 
and the Australian Council were 
included, 
In Erie, 
Electrical, 
Workers of 


Pa., the 
Radio and 


CIO United 
Machine 
America recently em- 
ployed large space in the local 
dailies stating its policy on over- 
time pay and production for victory, 
by which it agreed to waive time 
and a half and double time under 


“certain necessary safeguards,” and 
calling on the companies involved 
to contribute “the sum of money 


a result of this offer” to 
Treasury. 


saved as 
the U. S. 


V. P. Black Advanced 

V. P. Black, advertising man- 
ager of Airtemp Division of Chrys- 
ler Corporation, Detroit, has been 
named to direct activities of Air- 
temp’s price and order department 
in addition to his promotional 
duties 


KFBI Joins Blue 


Station KFBI, Wichita, has joined 
the Blue Network as a member of 
the Southwestern group, bringing 
the total number of Blue afhliates 
to 122. The station operates with 
5,000 watts day and 1,000 watts 
night power. 


This Area Covers the Homes of 8,000,000 People 
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panies: RKO Radio Pictures, Inc.; 
Paramount Pictures, Inc.; and 


|/Twentieth Century-Fox Corpora- 


These three, together with 
Loew’s, Inc. (M-G-M parent or- 
ganization); United Artists Corp.; 
and Vitagraph, Inc., asked for re- 
straining injunctions against the 
law. 

Judge Pearson heard the evidence 
without a jury in a trial on the 
criminal charges, after it was 
agreed by counsel that evidence 
presented should apply equally in 
the civil cases. The companies had 


tion. 


admitted charges of violating the) 


law and exerted all legal efforts to- 
ward proving the law unconstitu- 
tional. 

The litigation aroused much con- 


try, and it was generally under- 
stood that had the decision been 


'unfavorable the fight would have 


been carried to the Supreme Court. 


Adds J. T. Baral 


J. T. Baral, Jr., formerly adver- 
tising manager for Roberts and 
Mander Stove Company, Hatboro, 
has been named advertising super- 
visor for the foundries division of 
Baldwin Locomotive Works, Phila- 
delphia. 


Elects T. C. Briggs 


Theodore C. Briggs has been 
elected president of Lawyers Co- 
operative Publishing Company, 
Rochester, N. Y., succeeding George 
M. Wood, who became chairman of 


Joins Corn Foundation 

Gertrude Smith, formerly health 
education director 
City unit of the National 
Council, Minneapolis - St. Paul, has 
been named chief nutritionist of the 
Corn Industries Research Founda- 
tion, New York. Miss Smith will 
direct the industry’s plan for trans- 
lating the government’s nutrition 
program into community projects in 
the 12 cities in which corn refining 
plants are located. 


Brody to Assist WPB 


M. Kenneth Brody, technical di- 
rector of the appliance test rooms 
for McCall’s, will devote part of his 


time to the Training Within Indus- 


try division of the War Production 
Board. He will assist in the train- 


April 20, 1942 


Elects P. J. Salter 


P. J. Salter, president and man- 


for the Twin| aging editor of the Vancouver Sun, 
Dairy | 


has been elected president of the 
British Columbia Daily Newspapers 
Asociation. J. L. Tait, managing 
editor of the Victoria Daily Colo» - 
ist, has been reelected vice-pres - 
| dent, and W. A. Patterson, adverti: - 
ing manager of the Victoria Dai 
Times, has been named secretary - 
treasurer. 


‘Heads AFA Exhibits 


| Advertising Federation of 
America has appointed R. Stee e 
Sherratt, president of Sherra‘t 
Sales Service, Shandaken, N. Y. 
| director of exhibits for the wartime 
| conference and exposition to be 
held June 21-24 at the Hotel Com- 


= 


‘cern in the motion picture indus-| the board. ing of defense job instructors. | modore, New York. k 


ABSORBENT COTTON COTTON PICKER HAND TAPE GURW A Lay 


A National Safety Council report pro- — 

vided the idea for this window display | 

featuring Bauer & Black's Curity surgical 

dressings. It was produced by Zipprodt, 

Inc., Chicago, and tested in drug stores 

of five widely-separated cities before 
release. 


Movie Block 
Booking Law 
Is Ruled Invalid 


St. Paul, April 15.—In one of the | 
most significant court decisions ever | 
handed down in the history of the} 
motion picture industry, Judge Al- | 
bin S. Pearson yesterday declared 
the Minnesota motion picture block 
booking law unconstitutional. The | 
Ramsey County district court jur- | 
ist held that the law violates both 
state and federal constitutions, de- 
priving companies of their business, 
property and contract rights with- 
out due process of law. 

The erstwhile Minnesota block 
booking law now condemned pro- 
vided that if a distributing agency | 
deals with an exhibitor, it must offer 
him all its films, withholding none; 
and that the contract with the ex- 
hibitor must allow him to reject at 
least 20 per cent of any and all films 
offered. In finding this law uncon- 
stitutional, Judge Pearson added 
that it is harsh and arbitrary, has 
no reasonable basis, imposes un- 
reasonable restraints, is class legis- 
lation and violates the federal copy- 
right law and interstate commerce | 
laws. 

Judge Pearson’s decision settled 
nine court actions. He found three 
film companies innocent of violat- 
ing the law and he granted petitions 
of these three and three others for 
injunctions restraining Ramsey (St. 
Paul) and Hennepin (Minneapolis) 
county officials from enforcing the 
law’s provisions. No decision was V 
made immediately as to whether an 
appeal will be taken from the re- 
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Dr. Seuss 
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ANEW ARCHITECTS 


saat cg b] 
straining order—a civil action. 
} 
No Appeal Allowed | QUICK FACTS FOR ADVERTISERS ‘ 
No appeal is possible in the other | : 
action—the criminal action charg- — ‘ P c¢ : 
ing violation by the three com- | Advance Publicity. By \etter to all U. S. architects Closing Date, May 15 for black and white, May 10 
| ... by mailing piece to all U.S. architects . . . by lead for color. 
article un the May issue of I encil L yg os oon Mechanical Requirements, same as betore. Big 
interest in the first issue of the NEW Pencil Points change in concept, content, make-up, but none in 
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Call Any Edward Petry Office 


will be built up throughout the profession. The June 


. er P : plate size or screen. New special positions, however 
issue will be the most eagerly anticipated issue of 


—worth staking claims on now. 


any architectural magazine in years. : 

Rates. No change—still lowest cost per page in the 
Appearance Date, June 5, on the eve of the Con- field, as well as lowest cost per page per thousand 
vention of the American Institute of Architects... a 


peak-interest issue for avy architectural magazine. 


architects or designer-draftsmen, or total professional 
architectural. : 
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Admen in the 


Armed Forces 


Edward S. Robinson, assistant to 
Col. Harry C. Wilder, president of 
WSYR, Syracuse, N. Y., and for a 
‘ime manager of WTRY, Wilder 
tation in Troy, has been commis- 
oned an ensign in the Naval Re- 
erve, and has been assigned to the 
Naval aviation cadet selection 
oard of the Third District in New 
York City. 

Off on two weeks’ vacation is 
Erwin Rosner, copywriter for Harry 
Feigenbaum Advertising Agency, 


Edward “Bud” Larking, former 
member of the KNX sales force 
and recently transferred to the San 
Francisco Columbia Pacific Net- 
work sales staff, has been ordered 
by the Navy to Rhode Island where 
he will be attached to a Naval 
Aviation base with the rank of 
lieutenant. He is the 39th CPN 
man to be called to the U. S. armed 
forces. 

William T. Dewart, Jr., publisher 
and secretary of the New York 
Sun, and his brother, Thomas W. 
Dewart, vice-president and treas- 
urer of the Sun, have received com- 
missions in the U. S. armed serv- 
ices. The former, a second lieuten- 
ant, was ordered to report for duty 


ant, junior grade, reported for duty 
March 13 in the Navy’s branch of 
public relations which awards the 
Navy E for excellence to workers 
in plants producing for the Navy. 
Both men are sons of William T. 
Dewart, president of the Sun. 

Lee Jaffe, formerly with the New 
York mailing division of J. Walter 
Thompson Company, has resigned, 
and is now in training with the 
62nd Coast Artillery at Fort Totten, 
New York. He recently compiled 
and edited a 36-page album of 
United States Poster Stamp Flags. 

George Maynard, assistant to 
Wilfred S. Roberts, eastern produc- 
tion manager of the National 
Broadcasting Company, has enlisted 


Kamman, formerly a director of the 
New York production staff, suc- 
ceeds him. 

S. A. Saunders, with National 
Home Monthly and Stovel Publica- 
tions, Winnipeg, since 1929, has 
joined the Royal Canadian Aijr 
Force. 

Bill Stovin, son of H. N. Stovin 
of Stovin & Wright, radio represen- 
tative, has joined the Royal Cana- 
dian Air Force. He was formerly 
with Station CKSO, Sudbury, Ont. 

Robert L. Black, formerly with 
Packard Motor Car Company’s ad- 
vertising staff, is taking a pilot's 
training course in the Army Air 
Force. 


STUDENT WINNER 


Ralph Stone Smith, formerly with 
the All-Church Press, publisher of 
several Oklahoma church news- 


Philadelphia, after which he is to 


April 14 on the Army’s public rela-| in the Signal Corps. He is stationed 
enter the U. S. Army. 


tions staff. His brother, a lieuten- at Fort Monmouth, N. J. Bruce 


With this poster James Snodgrass of 
Cleveland's West Technical High School 
won the grand prize in the eighth annual 
students’ poster art contest. Prizes were 
contributed by J. A. Zimmer, president 
of Central Outdoor Advertising Co. 
| More than 700 posters were submitted 
on the contest theme, ‘Cleveland Or- 
chestra and Music." 


papers, has been named press rela- 
tions officer for the Eighth Naval 
District at New Orleans. 

Lieutenant (j. g.) Jack Devaney 

U. S. N. R., formerly an account 
executive with McCann - Erickson, 
Minneapolis, has been ordered to 
active duty in the office of public 
relations, Great Lakes Naval Train- 
ing Station, Great Lakes, Ill. 

Donald Leonard, advertising man- = x 
ager of the Post-Telegram, Bridge- 3 
port, Conn., will soon enter the 
| Army as a captain. 

Captain M. R. Ashworth, former 

‘ publisher of the Ledger-Enquirer, 

i Columbus, Ga., has been named 
: adjutant at Fort Benning, Ga. 

Frank Kohlhaus, circulation man- 

ager of the Main Line Times, Ard- 

i] more, Pa., for the past seven years, 

is has joined the Army. 

Now in the Army 
Babaerz of the 


Casimir 
Herald News, Fall . 
River, Mass., and Richard Douglas, « ‘ 
formerly with the Evening Union, — 
Springfield, Mass. 
Rex Smith, who came from News- 

week to the post of editor of the 

|Chicago Sun, has been granted a 

|leave of absence to enter the United 
|States Army. Mr. Smith will be 

| assigned to the ferry command, and ; 
will work with C. R. Smith, Ameri- pe 
can Airlines president who recently 
| resigned to work on the same detail. 
| Turner Catledge, who has served as 


are 


TRAL MAGAZINE 1S BORN 


With its June issue, Pencil Points will pre- 
sent the NEW Pencil Points...a vigorous 


New in make-up to provide a dynamic setting for dynamic mate- 
rial...a format as direct and vigorous as the editorial outlook. 


The new magazine comes at the high point in the 20-year history 


|chief correspondent for the Sun 
and timely approach to Architectural of Pencil Points. With its architect circulation highest ever. since the paper’s beginning, has 
‘ . . “oe : : ; : m . ’ been named acting editor to take 

With its engineer circulation highest ever. With its designer- 


publishing. 


fover Mr. Smith's duties. 


——— , , Your advertisement, too, will get record reader interest. 
ew in service features to match the new-day needs of all plan- ' 


ets for building construction, rehabilitation, maintenance Closing date May \Sth for BXW 
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PENCIL sont 


At the rate of 320,000 an hour 
LARGEST PROFESSIONAL ARCHITECTURAL CIRCULATION 


draftsman circulation highest ever. With its renewal percentage 
highest ever. 


. ; : ' 2 And with 1941 advertising volume the highest 
On the Sth of June, a new and vital magazine will be in the 


’ ; ‘ , “Alia” : in Il years. 

lands of the largest architectural circulation in America. A . 
The New Pencil Points will make its bow at a time of peak in- 
terest in the profession = 
of the 


New in concept to help architects, designers, and engineers 
} ’ . ’ L 

eet the vast new problems and responsibilities facing them 

loday and Tomorrow. 


. on the eve of the Annual Meeting 
American Institute of Architects and its affiliated State 
Associations. 

Vew in content to interpret the swift, far-reaching changes 
ccasioned by war’s demands on building techniques, product 
ationing, shifts of population, social pressures. 


Exciting, vigorous, stimulating, controversial, the New Pencil 


Points will have record reader interest. 


we can print a sheet 8x10%4 
inches, one to three colors both 
sides. We can print a sheet 5% 
by 8 inches, same amount of 
color, at 640,000 an hour. If 
it’s huge production and low 
cost you want, 


we have both. 


SHOPPING NEWS 


Rewscolor “Division CLEVELAND 
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Sets Agency Meeting 
The National Advertising Agency 
Network will hold its eleventh 


annual convention in St. Louis May 
28-30. 


Graham Joins WTSP 


William A. Graham, formerly 
with WDBO, Orlando, Fla., has 
joined the sales staff of WTSP, St. 
Petersburg, Fla. 


‘Drug Industry | 
to Stage Big 
War Stamp Sale 


In the higher brackets the 
need for the old-fashioned com- 
fieat ad man, who can plan, 


write, talk, make roughs, perhaps think, 
and even yank in a recalcitrant piece of 


susiness now and then, is again * % 


into his own, 
of being over forty. 

ADV. & SELLING, 
March, 1942. 


Ye Compleat Ad Man 


coming in spite 


. 
Available! 
YOUNG old-timer (45), who came up 
hard way but hasn’t started down. 25 yrs. 


experience, all phases advertising, promo 
tion, merchandising, publicity, ete Has 
had to make adv PRODUCE—or else 
Therefore PRE-TESTED SERVICES 


Writes copy that SELLS; highly creative 

sales plans, mdse.-copy ideas, etc. (have 
scores of saleable ideas begging for use!). 
Can contact, with able representation; 
produce business; organize; manage, give 
sales talks; plan; supervise, etc. Operated 
agency: worked for others, large-small; 
served as Adv. & Prom. Mgrs Self 
starter Alert to today and tomorrow 


Personabl Versatile ( ontacts Refer 
ences, Hox 8670, ADVERTISING AGE, 
Chicago. 


| former 


New York, April 14.—The entire 
marketing resources of the drug 
industry will be focussed on a 30- 
day war savings stamp drive con- 
ducted by independent and chain 
store druggists beginning May 1. 

Advertising and sales promotion 
departments of drug manufacturers 
will cooperate with wholesale drug- 
gists, independents and chain drug 
stores in distributing, merchandis- 
ing and advertising the sale. 

Wholesale druggists will buy the 
stamps from postoffices and resell 
them for cash to the retailers. Drug 
manufacturers’ salesmen will serve 
as “missionary men” for the Treas- 
ury Department, arranging displays 
just as they would for tooth paste, 
sun tan oil or aspirin. 

Drug trade advertising by manu- 
facturers in magazines, newspapers 
and radio will direct consumers to 
go to 53,000 retail drug stores to 
buy their stamps. Special 


pared for the retail outlets. 

John W. McPherrin, editor-in- 
chief of American Druggist and 
Lord & Thomas account 


executive, will 


drug | 
trade tie-in material will be pre-| ne 
Moves to New Quarters 


serve as general 
chairman of the special Drug In- 
dustry Council organized for the 
drive. Special committees have 
been named to coordinate the retail, 
wholesale, manufacturing and chain 
store phases of the campaign. 
Advertising for the campaign will 
be produced by a special manufac- 
turers’ advertising section, which 
includes Ray Sullivan, Ruthrauff & 
Ryan, chairman; Stanley Clark, 
This Week Magazine, vice-chair- 
man; Dan Rennick, Drug Topics; 
George Bender, N. A. R. D. Journal; 
John E. Rudolph, WLW; and Nat 
Sedley, Fair Trade Associates. 


Rheinstrom to WPB 


Carroll Rheinstrom, 
dent of Ward Wheelock Company, 
New York, has resigned to join the 


War Production Board as execu- | 


tive assistant to the chief of the 
bureau of field operations. 


| Appoints Mid-South 


The Daily, Decatur, Ala., has ap- 
pointed Mid-South Dailies, Mem- 
phas, as its representative effective 
May 1. 


Vanguard Advertising, New York, 
formerly located at 19 E. 48th street, 
has moved to 21 W. 45th street. 


EVER SEE AN AD LIKE THIS? 


and we're PROUD of it! 


Imagine us! Bragging about a 40,000 line loss for 
the first two months of the year. But there's 
method to our madness! Because it gives us a 
chance to say: WE HAD THE MOST TO LOSE! 


You see, that loss was in the new Passenger Car 
Copy, where we've led for many a year! And we 
don't have to tell you that this linage is now 


GWTW (Gone With the War). 


and we're PROUD of it! 


Because the Retail Business was there to get—and 
we got it! 38,500 lines more of Retail Advertising 
in the first two months of 1942, while both evening 
papers showed a tremendous loss. During the last 


two years, our gain in Retail 


has almost equalled 


the combined gains of the other two papers and 
in the past ten years (1932 vs. 1941), the Post- 
Gazette was the only Pittsburgh daily newspaper 


to show a gain in Retail. 


-+-and we're FIRST in Daily Circulation, too! 


Vittsburgh Post-Gazette 


REPRESENTED WATIOWALLY BY PAUL BLOCK and ASSOCIATES 


ONE OF AMERICA'S GREAT MARKETS — OWE OF AMERICA'S GREAT NEWSPAPERS! 


vice - presi- | 


WINNERS OF THE 1942 AYER AWARDS 


sxx) The New York Times. “2-— 


70 ENEMY SHIPS NEARING “JAVA UNDER ATT ‘cK: 
WAVELL LEAVES INDIES TO COMMAND IN INDIA; 
OUR ARMY REORGANIZED IN THREE SECTIONS 
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To the New York Times went the F. Wayland Ayer Cup, the top winner among 
1,326 entries in the 12th annual exhibition of newspaper typography conducted 


by N. W. Ayer & Son. 


date selected by lot for the judging of all competitors. 
won the honorable mention among tabloids. 


Shown above, left, is Page | of the March 3 issue, the 


Adless PM, (top right) 
First honorable mentions (bottom 


row) were given the New York Herald Tribune among papers of more than 


50,000 circulation; the News, Lynchburg, 


circulation; 


and the Record, Troy, N. Y., 


Va., among papers of 10,000 to 50,000 
among papers of less than 10,000 


circulation. 


| vertising manager 
| Intelligencer, 
| joined the Acton Burrows Publish- 


Week for 


Cootes to Burrows 

George M. Cootes, formerly ad- 
of the Ontario 
Belleville, Ont., has 


ing Company, Toronto, as advertis- 
ing representative for Canadian 
Transportation. 


Schoenewald Is Director 

L. C. Schoenewald, vice-president 
in charge of sales for Encyclo- 
pedia Brittanica, Inc., Chicago, has 
been named a director of the com- 
pany. He replaces Donald M. Nel- 
son on the board. 


Gets Knitwear Account 


Lee Knitwear Corporation, New 


York, has placed its account with! 
Hicks Advertising Agency, New 
York. 


Sets Hotel Week 

The American Hotel Association, 
New York, has set National Hotel 
June 1-7. 


To Concert Program Co. 


The symphony orchestras of 
Indianapolis, Kansas City, and the 
Chautauqua Summer Music Festival 
have appointed Concert Program 
Magazine Company as national ad- 
vertising representative for their 
program publications. 


G-E Shifts McIlhenny 


J. P. MclIlhenny has been named 
sales manager of the air condition- 
ing and commercial refrigeration 
department of the General Electric 
Company, Bloomfield, N. J. He was 
formerly sales manager of the wir- 
ing materials sales section field or- 
ganization in Bridgeport, Conn. 


MAILING SERVICE 


Multigraphing Filling-in 
Addressing Mimeographing 
THE LETTER SHOP, Inc. 


140, 8. Dearborn St. Wabash 8655 


This book was written before 


for “What to say?” 


TITLE: “How to Help Your Customers and Prospects” 


MATERIAL: 44 pages of actual examples of the many sound 
uses that can be made of business paper advertising today. 


lems it discusses have merely been intensified by the needs 
of an Industry that’s all-out for war. Here’s help with the 
“Why advertise now?” problem and plenty of suggestions 


IT’S FREE. Send for your copy. 


McGRAW-HILL PUBLISHING COMPANY, 
330 West 42nd Street, New York, N. Y. 


GUIDE BOOK 


for 


BUSINESS 


Paper 


ADVERTISERS 


Pearl Harbor — but the prob- 
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which says the Rochester General) years ago, he says, he traded Lib- Co 
Hospital, after considering the bed erty Bonds for the house he now To Hold nference 


The Business Digest problem, has ruled that patients lives in. An advertising and sales promo- 


— , aaenadiilianie . appa . 6 & tion conference will be held at Ohio 
Significant Developments in Trade and Industry as a cee B gree nog pone — pee . . State University, Columbus, 0., 
Reported by the Business Press This ruling, the publication says, ea deed tee . an arom Ree df ts Gide tae ee 
Edited by RALPH Oo. McGRAW ought Poe aeae ion nadie roe the om as aqae Nas more lan aoubdleda, e niversity acu y 1s In 


9c according to a survey of the As- charge of arrangements, 
reports sales of comic post cards| of admissions which always occur goejation of Cotton Textile Mer- ase 


have gained sharply since declara-|in the late afternoon. chants of New York, reported in the Adds Doom Account 
tion of war. In contrast to an . 8 8 April Textile Bulletin. Consump- | Edgar A. Murray C any. De 
already serious decline noted for “Buy Defense Bonds to make tion in 1932 was 5.017.000 bales “ws oe Sao 4 


in England that the government troit, manufacturer of Doom and 
.ay direct consolidations of news- post cards sold by resort centers, |} your dream come true” could be a| compared with 10,583,000 in 1941. other insecticides. has nineed its 


‘apers aS a war measure, The | Sales of cards sold around army building industry slogan that would During the same period woven cloth advertising account with the L. J. 
Newspaper World, trade journal of cantonments have jumped sharply. not only help to win the war but output nearly doubled and total) DuMahaut Advertising Agency, De- 
the English newspaper publishing - = would set into motion a great build- spinning activity increased 75 per | troit. 

“eld, in its March 14 issue calls at- Commercial travelers who haveing program after the war, Harold cent despite the seemingly-para- enna 

tention to the concentration already t© check out of hotels early in the H. Rosenberg, publisher, suggests) doxical interim dismantlement of Noxon Appoints 

made within the industry without | 2fternoon to avoid charge for an- in the April Practical Builder. Such plants representing eight million aw Inc. I Island C 
vernment action but by sheer other day may find some consola- a program, he points out, will be spindles, or one-fourth of the in- N v \er ees en 
pressure of war conditions. The “0M in a paragraph in the April needed to bridge the economic gap stalled equipment at the beginning Spector, New York. to direct adver- 
heavy drain on personnel, and the  ‘ssue of Hospital Management between war and peace. Twenty of the 10-year period. tising for its metal polish. 

forced reduction of the industry’s 

vital raw materials, newsprint and | 
other paper, to less than one-fifth of 
pre-war consumption, have caused 
a large degree of concentration, the 
publication points out, while those 
newspapers and journals left can 
only continue publication in skele- 
ton form. 

The condition is also prevalent | 
among provincial newspapers and | 
their position is likely to deteriorate | 

irther as the year progresses. | 
: pee from labor, newsprint cuts | 
and advertisement rationing, with | 
no relief from rising costs, will | 
bring increasing economic pressure | 
to bear, the editor predicts. 

“As in the past,” the editorial | 
says, “these newspapers will spare | 
no effort to meet and overcome the 


Newspaper Situation 
in England 


While there is some apprehension 


| 
| 


i difficulties as they arise, but there 
e a limit to the dilution and substi- 
) tution of trained personnel and to 
m mprovisation and resourcefulness. 
in Sooner or later the industry and the | 
}0 government must face up to the | 
}0 danger that if the war continues for 
any appreciable length of time, | 
— concentration of the press will come | 
7 through the extinction of many of | 
of these weaker—but no less impor- | 
the fa tant in their own sphere than the 
tival stronger—newspapers. If the gov-| 
sram ernment really believes as it has so | 
| ad- } often stated, that continued produc- 
their : tion of newspapers is necessary to! 
A the war effort, then it cannot be | 
' urged too strongly that all news- | 
s should have adequate means | ‘ Somes. : 
ned ‘o continue to operate efficiently. 
ea Any industry that is making an im-| “eee iis in the middlewest, gventiuili goes to the Fair. But not all I for the same thing. 
ation portant contribution to the war r. Lees 
eer aw nneee Some go for the livestock exhibits—some to see the machinery—some be Ld palawer~. ine 
> was issistance from the government as eae 
Papi i necessary step to victory.” 
or- 


ka tlie 4 te dt ee oy like that in radio. ‘Everyhédylistetiiltvut not all & the sane hing? 
> well produced programs, catering to local preferences, are so essential to —y er 
service. The * ili Ne het at stations cant do that. — a 


. People ic when a8 get whe they want. Three men are pre with + 
_ that Cowles Stations programming is good—and what the listeners want. The result— 
= big, responsive audiences which have been listening for years to the Cowles Stations. eh 


Nef ** ral 


Ed Linehan has been Douglas Grant has Eleven years in 
in the program de- been program di- radio, 7 years with 
partment of KSO- rector of WMT ever | Cowles Stations, the 
KRNT for 8 years. As ’ since it became a last four as program 
program manager, he § Cowles Station. His * ~ al director of WNAX 
knows his audiences. intimate knowledge qualify Art Smith to 
and what they want— ‘%@s of listener likes and provide programming 
one reason why KSO dislikes has helped that is making WNAX 
and KRNT produce so make WMT the result- one of the nation’s 
well for advertisers. ful station it is. top stations. 


\lways a potentially important 
¥ port, Jacksonville’s constantly in- 
creasing industrial growth NOW 


tives the city tremendously in- _ : 
all i bs <tc CoEe. ; 
creased payroll sinew. Over a ; asf ab. Yl 


7 million added buying dollars. 1 
lL. S. Naval Air Station at the : 
doorstep, And . . . just started ‘ 


construction on the huge U.S 
shipbuilding yard, employing 
id 1500, 

; Rushed mornings, a vast army 
y: of workers have more time for an 
afternoon paper. The Journal 
fill. that need. It doesn't pretend 
to cover ALL Floerida—but it 
DOES do the job in DUVAL 


Lo ts. 


Jacksonville 
JOURNAL 
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Co-op Advertising 
Banned in Prices 
of Refrigerators 


Ad Allowances Can't 
Be Included in 
Price, OPA Decrees 


Washington, D. C., April 14.— 
New maximum prices at which 
manufacturers may sell household 
refrigerators direct to eligible pur- 
chasers exclude any cooperative 
advertising allowances which may 
have been a part of the _ price 
charged distributors back in the 
days when producers could still sell 
refrigerators to dealers. 

The Office of Price Administra- 
tion’s amended order issued last 
weekend results from the recent! 
WPB edict freezing stocks of new 
models in the hands of manufac- | 
turers. Ceiling prices formerly per- | 
mitted advertising allowances, but) 
since cooperative promotion is out) 
for the duration in the refrigerator 
industry due to the freeze, OPA} 
specifically banned advertising| 
funds from maximum price quota- | 
tions. | 

The base price established by me 
amendment is that charged dis- 
tributors, plus the actual amount of | 
the excise tax and actual charges | 
for servicing when requested by | 
purchasers. Purchasers, under the 
recent WPB freeze order, are con- 
fined to war agencies and war pro- 
jects or war housing—all with an 
A-10 or higher preference rating. 

The special attention given by 
OPA to the subject of advertising 
allowances is important in that it 
demonstrates that advertising is be- 
ing probed along with other price 
factors. This is the first instance 
in which OPA has taken direct ac- 
tion to prevent the inclusion of ad- 
vertising allowances, and is ex- 
pected to supply the pattern to be 
followed in other industries which 
may have stocks frozen in manu- 
facturers’ hands. In some fields, of 
course, manufacturers’ allowances 
for advertising are not a trade prac- 
tice and need not be specifically ex- 
cluded when producers are regu- 
lated as to the price they may 
charge to eligible buyers. 


DEALERS MUST SHOW 
CEILING PRICES ON STOCK 

Washington, D. C., April 14.—The 
failure of many appliance dealers 
to post a conspicuous sign announc- 
ing retail prices established by the 
Office of Price Administration has 
provoked an OPA warning in the 
form of telegrams to 500 manufac- 
turers and trade associations who 
were asked by OPA to cooperate in| 
disseminating information to deal- | 
ers and distributors. 

The order setting price ceilings 
on vacuum cleaners and attach-| 
ments, it was pointed out, requires | 
retailers to attach a label to each 
model showing “the maximum cash 
price for this household vacuum | 
cleaner (or attachment) as estab- 
lished by the Office of Price Admin- 
istration is $—. Lower prices may 
legally be charged or demanded.” 

The OPA warning pointed out 
that the temporary price order} 
which became effective March 19) 
stipulated that the maximum price 
was to be the highest net price 
which each dealer received for each | 
model on March 19, or if no sale 
was made then the highest price 
received on the nearest previous 
day. 

OPA emphasized that the ceilings 
apply individually, and that the 
same article need not be priced at 
the same figure in each store. Many 
dealers have misconstrued the pric- 
ing formula and are using manu- 
facturers’ suggested quotations as 
ceiling prices. This violates the 
rules unless such rates were charged 
March 19. 


WBT 20 Years Old 

Station WBT, Charlotte, N. C., 
owned and operated by CBS, cele- 
brated its 20th anniversary April 10. | 


Vitamin-Quota Copy 
Offers “Guide Book” 


Adopting a new copy approach in 
its regular schedule, including 
newspapers in New York and Chi- 
cago as well as The American 
Weekly and This Week Magazine, 
Vitamin-Quota, New York, cur- 
rently is offering consumers a new 
guide book on vitamins and min- 
erals. 

Large-space advertisements, 
headlined “Is the nutritional revo- 
lution making a stronger race of 
Americans?”, point out that much 
mystery and confusion have sur- 
rounded the nutrition field and the 
relation of vitamins and minerals 
to protective therapy. Their proper 
use is detailed in the new free book, 
entitled “A new step forward in 
vitamin therapy.” Grady and 
Wagner Company handles the ac- 
count. 


LIAA Meets April 23-24 


The North Central round table of 
the Life Insurance Advertisers 
Association will be held at Excel- 
sior Springs, Mo., April 23-24. 


Smaller Size for 


Dailies Unlikely, 
WPB Official Says 


Los Angeles, April 14.—Newspa- 
pers probably won’t be forced to 
reduce their size during the war 
because of a newsprint shortage, 
Leon A. Link, of the WPB news- 
paper production section, told more 
than 300 delegates to the Pacific 
Southwest Mechanical Conference 
of Newspaper Executives in session 
here this week. Mr. Link, former 
production manager of the Cleve- 
land Plain Dealer, was appointed to 
the WPB only two weeks ago and 
was especially assigned by the gov- 
ernment to address the convention. 
He told the executives that it is 


unlikely there will be a_ serious 
shortage of newsprint and _ that 
American newspapers will prob- 


‘ably not be subject to the size cuts 


now current in’ England. He 
warned against breakage and need- 
less wear of printing machinery 
because production of such equip- 
ment has been curtailed and the 
manufacturers of presses and lino- 
types now are in arms production. 


Charges Attack on Press 


John B. Long, general manager 


_of the California Newspaper Pub- 


lishers Association, charged that 
organized efforts are being made to 
undermine the economic freedom of 
the press by curtailing advertising 
and by attacking the economic 
value of advertising. The CNPA is 
trying to counteract these influ- 
ences by directing its efforts toward 
clarifying certain censorship rules 
and setting up machinery to stress 
the patriotic value and effectiveness 


of government use of advertising | 


space and other measures. 

Earl Leavitt of the Culver City 
Star News was elected president of 
the conference for the ensuing year; 
Rex Light of the Los Angeles Her- 


April 20, 1942 


ald and Express was named vice- 
president and Fred Moyer of th: 


Los Angeles Daily News, secretary 
| ee 


Brown & Spector 
Agency Dissolved 

Brown & Spector, New York 
|which came into being March 1 a 
|the result of a merger betwee 
Brown & Thomas Advertising Cor 
poration and Raymond _  Specto 
Company, has been dissolved. 

Raymond Spector and his organ 
ization will continue their activi 
ties under the name of Raymon 
Spector Company at 32 E. 57t! 
street. Stanley A. Brown will con 
tinue operations at 10 Rockefelle 
Plaza under the name of Brown { 
Spector, Inc., until May 1, when th: 
name of the corporation will b 
changed. 


Joins Cedergreen 


R. M. Cooledge, for the past 2: 
years traffic manager of Northwest 
‘ern Fruit Exchange, has _ joine 
Cedergreen Frozen Pack Corpora 
tion, Wenatchee, Wash., as sale 
manager. 
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What to Do with 
Foreign Press 
Puzzles Officials 


Washington, D. C., April 15.— 
VYhat to do about the more than 

600 foreign language publications 

inted in this country is a problem 
erplexing the officials of two 
tranches of the government. Both 
tne Justice and War Departments 
have been studying various sugges- 
tons for restricting the foreign 
longuage press for several weeks 
but no agreement has been reached 
to date. 

Army officials are reported to 
favor suspension of publications in 
German, Italian and Japanese 
tougues, and licensing of papers 
pr.nted in any other foreign lan- 
guage. Justice, on the other hand, 
prefers some system of general 
licensing which would make it 
possible to weed out undesirable 
periodicals without forcing all 


papers in languages of our enemies 
to shut down. 
| There is no question that ample 


|} authority exists to impose any type 


/of control. In addition to emergency 
legislation enacted since this war 
began, the 1917 Trading with the 
Enemy Act is still on the statute 
books. 


Blanket Suspension Favored 


Military chiefs favor a blanket 
suspension of German, Italian and 
Japanese periodicals because the 
tremendous task of translating and 
checking could be avoided, and the 
problem of codes completely elimi- 
nated. The Attorney General's 
office points out, however, that such 
publications which are not un- 
American are extremely useful in 
bridging the gap between the gov- 
ernment and _ unnaturalized_resi- 
dents. Justice’s experiences in alien 
registration, enemy alien identifica- 
tion and surrender of contraband 
have proved this point. 

It is also felt that elimination of 
the foreign language press, or a 


large part of it, might lead to unrest 
in certain areas. In addition, many 
aliens who are loyal to America but 
who do not read or speak English 
would lose all contact with policies 
of their adopted land, and the gov- 
ernment would be deprived of a 
useful medium for gauging senti- 
ment in regions populated largely 
by aliens. 


Gets Cot Account 


Gay Chrome Company, Wor- 
cester, Mass., has appointed C. 
Jerry Spaulding, Inc., Worcester 


agency, to handle advertising for 
its newly created Stretcher-Kot, a 
light weight, steel-framed product 
having a removable canvas 
stretcher. Business papers and di- 
rect mail will be used to reach de- 
fense industries. 


NBC Shifts Elwood 


John W. Elwood, formerly in 
charge of the international division 
of National Broadcasting Company, 
has been transferred to the Pacific 
Coast division. 


ANPA Booklet Outlines 
Wartime Ad Suggestions 


A checklist of 29 useful wartime 
advertising services forms the back- 
bone of “More Business in War- 
time,” a guide for newspaper space 
salesmen published by the Bureau 
of Advertising of the American 
Newspaper Publishers Association. 

Among the jobs advertising can 
do in wartime are: “Maintain and 
increase sales of unrestricted mer- 
chandise; advise consumers on the 
use and care of rationed or re- 
stricted goods; introduce substitute 
products; secure public acceptance 
for substitute ingredients in well- 
established products: combat false 
rumors; and introduce American 
products to replace foreign goods 
no longer available.” The booklet, 
available only to Bureau of Adver- 
tising members, also contains a 
cross-reference index of 
space selling aids. 


Raises V. L. Morelock 
Vernon L. Morelock has been 

named radio director of Anfenger 

Advertising Agency, St. Louis. 


Unlike elephants, people forget better than they do most 


anything. They forget names and faces, telephone num- 


bers and appointments. They forget brand names too. 


Just ask the manufacturers who stopped their advertising 


during the last war. 


There's nothing like radio to keep the public mindful of 


your product. That's one of the big reasons why so many 


far-sighted advertisers, 


whose production is curtailed or 


diverted to war purposes, are staying on the air without 


interruption. They realize that while radio has sold 
goods with unequalled efficiency and economy in recent 


years, it has never lost its original virtue 


builds good will. 


ie eat _— 
Keeping em remembering’ on the Blue makes mighty good 
sense in our wartime economy. The Blue gives vou national 


coverage at the lowest price of any medium entering the 


that it 


S 


home 


costs, in fact, from 11 te 35° less per thousand 


listeners than major network competition. 


Whether you're after new markets, defending old ones, 


or merely protecting your brand name, talk over your 


problem with a Blue Network salesman. You'll find it’s 


easy to do business with the Blue! 


Blue Network Company » A Radio Corporation of America Service 


wartime | 


Canada and U. S. 
Link War Stamp 
Sales Efforts 


Ottawa, Ont., April 15.—Canada 
will link up with the United States 
in a drive to increase sales of war 


stamps and bonds through retail 
merchants, officials decided here 
last week after conferences with 


Benjamin H. Namm, chairman of 
the Retail Advisory Committee to 
the United States Treasury Depart- 
ment. Mr. Namm discussed plans 
and policies with W. B. Tingle, 
vice-president and sales manager 
of Imperial Tobacco Company of 
Canada, who is Canadian director 
of War Savings Stamp sales. 

Speaking to the Ottawa Board of 
Trade, Mr. Namm disclosed that 
since the “retailers for defense” 
campaign had started in the United 
States, the number of cooperating 
retailers selling defense stamps had 
been raised from 50,000 to 1,000,000 
in about six months’ time. The 
quota for retail defense savings 
sales in 1942 was placed at $1,000,- 
000,000 in stamps and bonds. This 
represents about 2 per cent of retail 
sales volume in 1941. If a similar 
quota were to be realized in Canada 
it would mean sales of stamps and 
bonds to an amount exceeding 
$60,000,000. 7 

“We have tried to impart to re- 
tailers, employes and consumers a 
feeling of direct participation in the 
war effort and to demonstrate, in 
our advertising, displays and per- 
sonal contacts, that there is some- 
thing specific for everyone to do in 
a united effort from which everyone 
will benefit in the end,” said Mr. 
Namm. “Our plans for the future 
are ambitious. We hope to get 
more retailers selling more stamps 
and bonds every day. We hope to 
create an awareness in the minds 
of every consumer that he or she 
should take part of their change in 
stamps.” 

Figures released here disclosed 
|that in the past 12 months Cana- 
dians have purchased $1,600,000,000 
of Victory Loan bonds, $84,000,000 
lof War Savings certificates and 
j}have paid $652,000,000 in income 
taxes, a grand total of $2,300,000,- 
000. On a corresponding scale pro- 
| portionate to the relative national 
| income of the two countries, this 
represents a total contribution in 
savings and taxes equivalent to 


| $35,000,000,000 in the United States. 


Utah Chains Ready to 
| 


Fight Referendum 


The next round of the independ- 
ent vs. chain store battle now be- 
ing fought in Utah will be held at 
| the polls in November, H. Tracy 
| Fowler, president of Utah Chain 
| Stores Association, has indicated. He 
| referred to the refusal of the Utah 
| Retail Grocers Association to join 
| the chains in an action to postpone 
a referendum on licensing chain 
stores until after the war. 

At the last session of the state 
legislature, a bill providing for an 
annual licensing fee of $500 for 
each chain store and a $5,000 an- 
nual fee for new or relocated units, 
was enacted. Later, asked for an 
opinion by Governor H. B. Maw, 
Attorney General Grover A. Giles 
declared the $5,000 fee unconstitu- 
tional, also indicating that other 
provisions of the act might be un- 
lawful on a basis of discrimination, 
since independent grocers’ organ- 
izations were exempted. The chain 
store association succeeded in ob- 
taining a referendum, the first one 
held by the state since the move 
was initiated 20 years ago. 


Plan Picture Contest 


At a_ stockholders’ meeting of 
Clover Farms Stores held in Cleve- 
land April 10, the company decided 
to hold a_ picture-naming contest 
in April during which $5,000 in war 
bonds and stamps wil’ be given in 
prizes. The contest will publicize 
1942 as the company’s 60th year. 


Starts “Convoys” 


Cupples - Hesse Corporation, St. 
Louis, has issued the first edition of 
its new house magazine, “Convoys,” 
which the company says is intended 
to fulfill, in part, the functions of 
a salesman, since many of the trips 
,|once made by C-H salesmen have 
been reduced by the rubber and 
fuel shortages. 
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The listening Post | 


Robert L. Mehornay, the first 
official to be assigned the almost 
impossible task of aiding small 
business in the old OPM at a time 
when the armed services and most 
prime contractors were uncoopera- 
tive, has a formula for telling at a 
glance how important each dollar- 
a-year man in Washington is. From 
the sanctuary of his Kansas City 
home to which he retired when 
Floyd Odlum was brought in to 
make another unsuccessful effort to 
aid small business, Mr. Mehornay 
reported: If a $1 man has a wooden 
desk and chairs, his rank corres- 
ponds to that of a second lieutenant 
in the Army. The man one grade 
higher rates a private telephone. 
One more step up the ladder and 
he gets a stenographer. The next 
rank commands an outside room 
boasting secretaries. The penulti- 
mate stage merits a carpet and 
upholstered furniture, and the real 
big-shots boast all the rest and a 
leather davenport to boot. 

sd * + 


The chief advocate among Treas- 
ury officials of a tightened policy on 
allowing tax deductions for adver- 
tising expenses is Randolph Paul, 
Secretary Morgenthau’s tax adviser 
and the Treasury’s spokesman 
before the House ways and means 
committee. He would force adver- 
tisers to prove that promotional 
expenses are necessary before de- 
ductions are permitted. Adoption 
of such a policy would mean that 
manufacturers forced out of civilian 
production by the war would have 
to advertise out of profits or not 
at all. 

* oa a 


Back before Pearl Harbor when 


Price Administrator Leon Hender- | 
son was carrying on his marathon | 
debate with Congress to get thé. 
control law he) 
wanted, his chief argument for the | 
selective system finally voted him | 


kind of price 


was that inflation could be con- 
trolled by placing ceilings on 80 
principal commodities. Events. of 
Dec. 7 and thereafter changed that, 


and the list of products under price | 
maxima now exceeds 100 and is) 
Since OPA admits | 
that the battle of inflation is being | 
lost despite more control than had} 


still going up. 


been expected would be necessary, | 
it is obvious why the subject of | 
over-all price control is receiving | 
serious consideration although pre-| 
viously rejected as unnecessary by | 
Henderson & Co. 


oe 7” aR | 


Archibald MacLeish’s Inter-De- | 
partmental Committee on War In-| 
formation has not (as has been) 
reported elsewhere) finally rejected | 
the idea of government-sponsored | 
advertising. The group has com- | 
pleted its study of the British gov- | 
ernment’s use of paid space, but its | 
decision was that for the time being | 
it is neither necessary nor expedi- | 
ent for the U. S. to follow the 
example of Britain, Canada and | 
Australia. The committee did not, 
rule out the possibility that chang- 
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@ 


ing conditions may force a change 
in advertising policy. 
ernment officials, notably in the 
Department of Commerce, believe 
that such a shiit will be inevitable 
at some future date because media 
will be unable to meet the demands 
for free time and space. 


* * * 
Washington’s’ favorite cocktail 
lounge occupation these days is 
talking about Jesse Jones, the 


multi-millionaire publisher-banker 
whom Roosevelt inherited from 
Hoover. That was true even before 
he was involved in a banquet fracas 


Some gov-| 


with multi-millionaire publisher- 
banker Eugene Meyer, boss of the 
Washington Post. As RFC chair- 
man (a post Meyer once held when 
Jones was a subordinate member), 
Jones has charge of government 
stockpiles of scarce materials and 
development of synthetic substi- 
tutes. 
cized for moving slowly and cau- 
tiously on those jobs, the criticism 
including the scathing Post editorial 
which provoked the abortive fisti- 
cuffs. Perhaps significantly, much 
of the criticism of Jones has 
spawned from other Cabinet mem- 
bers, who planted stories with lead- 
ing newsmen. Then, too, Jones has 
been shorn of considerable power 
since Pearl Harbor, WPB having 
appointed a rubber czar, gotten the 


He has been widely criti-| 


last word on war financing and does not supply heavy precipitation. 
taken little business loaning powers.| the resulting power available wil! 
Meanwhile, FDR stripped Jones of! have to be diverted to direct war 
his housing agencies and put RFC| uses. New aluminum and magne- 
_ under the Department of Commerce! sium plants will have to be pro- 
tent where Jesse also holds forth.| vided the power which would 
| Finally, Jones is strongly resenting) otherwise go to paper mills, with 
| criticism which he used to laugh off.| the inevitable result that U. S. pub- 
> 2 lishers will have to get along with 

Should any newspaper publishers|less newsprint. If, on the othe: 
be observed in a prayerful pose or| hand, rainfall is sufficiently heavy 
gazing intently at the heavens, it|to push power output to a leve! 
|may be assumed that heavy and| which will accommodate both wa: 
/continuous rainfall is the object of | plants and paper mills, no rationing 
their supplications, For it is the|of newsprint will be necessary 
| weather that will supply the key to | unless transportation shortages pre- 
| the newsprint problem. Canada’s| vent movement of supplies to mar- 
|electric power shortage in coming| ket. Since weather will be a deter- 
months will be great or small de-| mining factor and it can’t be 
| pending on rainfall in power-pro- forecast with absolute assurance, 
|ducing areas. If the weatherman} WPB officials will defer a decision 
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on the aluminum - or - newsprint| other newspaper and magazine men | | sonnel employed in them can be ers may make to those jobs cost- seme 
problem. Publishers are well aware are on the staff, but most of them | transferred to better stores, and ing $200 or less. —— 
that when and if that choice has to| are editors or writers. If OFF ever | thus ease the labor problem some- PS 3 oerense COOKING N Sd 

be made it will be newsprint that! has to make a decision between! what. 


Plans for consolidating deliveries 
of newspapers to conserve gas and 
tising program, representatives of| The flood of orders out of the|rubber are moving ahead. At the 
Representatives of other media) printed media feel that they would) WPB (the press room of which is| instigation of the Office of Defense 

re none too pleased over the grow- | be at a disadvantage. called “the handout factory” by | Transportation and with the coop- | 
ing number of radio executives | . 2 6 newsmen regularly assigned there) | eration of ANPA, circulation man- 
being added to the staff of the Office You can expect further elimina-| ‘often results in business groups be- |agers of more than a score of lead- 
of Facts and Figures. The forth- | tion of marginal and near-marginal | ing slow to learn that they are di-| ing dailies journeyed to Washington 
coming addition of Ken R. Dyke | stores by leading chains, due to the| rectly affected by various curtail-| to mull over the problem. Adoption 

rom NBC to head the new adver-| difficulties of holding an adequate|ment edicts. Publishers, for ex-|of a cooperative plan is expected to| 
tising division caused some raised| supply of labor. One leading drug|ample, are just becoming aware| be announced soon. 
eyebrows in publishing circles, | | chain is going over its stores with| that their circulation departments | 
since Douglas Meservey from NBC | a microscope, weeding out even were affected by a recent order on Leaves Paul Block 
already headed the radio division| those which are operating profit-| cotton duck. A substitute material | John C. Mcl x 
and William B. Lewis from CBS is| ably, but not too profitably. In| will have to be found for carrier | 4) pe cIntyre, formerly with 

e Los Angeles staff of Paul Block 

assistant director of OFF. It is true | normal times these stores would be | boys’ bags and street venders’| g Associates, has joined Aircraft Ac- 
that Allen Grover, associate direc- | allowed to go along, but now/change aprons. Another 


obscure |cessories Corporation, Burbank, 
tor, came from Time, and various | they’re being closed so that the per-| order limits repairs which publish-|Cal., in a production capacity. 


gets a cut. media in any possible paid adver- * ¢ # 
€ * * 


| 
| 
| 


LOOKS LIKE A GREAT 
IDEA, MISS HAYES. 
WE'LL BACK YOU 

RIGHT ACROSS THE 

BOARD! 


Joaquin Potteries, Stockton, Cal., em- 
ployed this 600-line newspaper space 
last week to introduce to consumers its 
new line of pottery cooking ware. 
Joaquin-ware was introduced to buyers 
last January (Advertising Age, Jan. 12). 
Logan and Arnold, Advertising, Los 
Angeles, directs the Joaquin Potteries 
account. 


FTC Accepts Shulton 


Stipulation No. 2 


Shulton, Inc., New York, distribu- 
tor of soap and toiletries, has en- 
tered into a supplemental stipula- 
tion with the Federal Trade Com- 
mission, promising to desist from 
advertising that for 31 years or any 
other period of time it has been a 
manufacturer of soaps or toiletries, 
that it controls the factories in 
| which its products are compounded, 
or that it supervises their produc- 
tion. 

According to the © stipulation, 
Shulton operates a plant at Ho- 
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sales through ent 


Ee anagem boken at which it packages prod- 
a lume > shole store iW ss ucts manufactured for it by other 
ae v lea Lo the wl lav keeps concerns. A_ previous stipulation 
t: sell your ides layer who todas agreed upon in 1936 bans the claim 

one NLUSsT: er. a key P a, : to that Shulton products are of British 

the alert buyer. : = operation taclias origin and forbids use of the word 

team to “ shase ol store tives: Poy: igen mill to indicate that 

4 with every \ vement exect Shulton engages in manufacturing. 
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1 Chilton - Publication 100 EAST 42ND STREET * NEW YORK CITY 


PHILADELPHIA: 56th and Chestnut Streets; CHICAGO: 29 East Medi- $T. LOUIS. . 
j CCA — 30,000 son Street; CLEVELAND: 1836 Euclid Avenue; LOS ANGELES: 201 Oceano = 
Drive; BOSTON: 140 Federal Street. a7 
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Best Foods Appoints Cadillac ‘Service 


pointed Joseph Jacobs Jewish Mar- 
ket, New York, as advertising and 
merchandising counsel in the Jew- 
ish field. Campaign plans include 
Jewish newspapers from April 
through September and a 13-week 
spot radio program over Station 
WEVD, New York, in collaboration 
with Benton & Bowles. 


Adds Sunday Edition 


The Daily Journal, Tupelo, Miss., 
a TVA community, has started a 
Sunday edition, becoming a seven- 
day paper. Emmet R. Lowry, for- 
merly with the Star, Meridian, 
Miss., has been named advertising 
manager. 


fsook.ers is OO 
Gi 
FOLDERS cost 
LESS 
SALES HELPS 
CRAPO 
IMPROVED OFFSET 
Laurel iiinocearny 


COMPLETE COPY & ART DEPARTMENTS 
LAUREL PROCESS COMPANY 


480 CANAL STREET, NEW YORK 
WALKER 5-3030 


Copy to Continue 
Throughout Year 


Detroit, April 16.—Cadillac Motor 
Car Division will keep its name 
before the public and build post- 
war goodwill by means of an insti- 
tutional advertising campaign, 
scheduled to continue without in- 
terruption throughout the year. 
D. E. Ahrens, sales manager, said 
this week that Cadillac advertising 
will appear in some national pub- 
lication every week from now 
through December. This is in addi- 


' tion to a newspaper campaign call- 


|sage with 
| ‘Mileage Extension Plan” of dealer 


ing for releases from time to time 

on a staggered schedule. 
Combining its institutional mes- 

the promotion of 


| service, Cadillac used 60-inch space 


in the newspapers of 30 major 


cities to proclaim “A Special Mes- | 


sage to Cadillac Owners.” The 
same advertisement appeared in a 
full page of The Saturday Evening 
Post of April 4, and is scheduled 
for full pages in Automotive News, 


its | 


READY TO SELL—TO ELIGIBLE BUYERS 


a ee 


" you're eligible...let us help you 


"Better Buy Buick: 


for Eligible Buyers! 


Your Chevrolet Dealer Is 


Pree tre 
? New Trucks 
and Commercial Cars 


To Serve industry—Te Serve Agriculture— 

To Serve All America 
Transportation is vitel te victory... And now the stocks 
of trecks end commercial corse on Chevrolet dealers 


floors ore being mode eveileble to sligible buyers in 
excordence with the Government renoning pion. Consult 


= 


nh toe 


bees of ar abitey your nearest Chevrolet desler... make cortein you | FOR THe 
ere on cheble buyer ond place your order now! 


YourR tocat 


CHEVROLET DEALER 


f 


Buick and Chevrolet Motor Divisions employed newspaper space last week urging 
qualified buyers to demonstrate their real wartime need for cars and trucks— 
and to place their orders without delay. Names of individual dealers are listed 


at the bottom of the Buick ad. 


Newsweek, The New Yorker, Time | gram, Cadillac becomes the first 
and United States News, completing | automobile manufacturer to launch | 
With this pro-|a continuing advertising campaign | 


its run on 


May 1. 


ae 


PHILADELPHIA 


$0,000 WATTS 


WESTINGHOUSE RADIO STATIONS Inc 


KDKA + KYW * WBZ * WBZA * WOWO + WGL 


REPR 


Wren you tee-off to take the 
Philadelphia market, stick to the fair- 


way, stay out of the rough. Par for this 
course, in a war economy, is something 


worth shooting for. 


It so happens that Greater Philadelphia 
is a directional market... a fairway run- 
ning northwest by southeast, from the 
Alleghanies to the Atlantic. 


That's the way it is. And KYW’s full- 
throated 50,000 watts are directed 


cleanly at the market, and the pattern 
it has assumed since the days of the 


coach-and-four. 


Join the company of shrewd buyers who 
use KYW, the Red Network Station in 
Greater Philadelphia. Use KYW’s direc- 
tive signal for direct results. It covers the 


“course” like a greensward. 


ESENTED NATIONALLY BY NBC SPOT SALES 


since the motor industry went all- 
out on war production. 
| On war work, Cadillac alread, 
has passed the employment peak of 
1941, which set a 40-year record 
and is advancing toward an event- 
/ual goal more than double the 
peacetime top. 

The Cadillac agency, MacManus 
John & Adams, is preparing an 
over-all production stimulus pro- 
| gram in connection with the com- 
pany’s war production activity. This 
includes a variety of materials 
'such as banners, posters, auto- 
mobile stickers, lapel buttons, win- 
dow stickers for employes’ homes. 
and a house organ. A similar cam- 
paign was recently completed by 
the agency for another General 
Motors client, Pontiac Motor Di- 
vision, which has found it helpful 
in stimulating war production. 


Mail Order Men 
Request WPB Tube 
Order Clarification 


| Chicago, April 16.— Because the 
/recent WPB ruling that sales of 
toothpaste or shaving cream in 
tubes must be accompanied by a 
trade-in of the same article, mail 
order sales have been greatly af- 
| fected and mail order houses of this 
city have been forced to substitute 
toothpowder or shaving cream in 
jars. 

Accordingly, this week the Mail 

Order Association of America asked 
| WPB for clarification of the ruling, 
| particularly as it applies to the mail 
order business. A representative of 
the association has gone to Wash- 
ington, and expects to learn first- 
hand the ramifications of the trade- 
|in order as it applies to selling by 
| mail. 

| Members of the Mail Order As- 
| sociation of America are Walter 
Field Company, Sears, Roebuck & 
_Co., Spiegel, Inc., Brown Fence & 
| Wire Company, John Plain & Co.., 
Montgomery Ward & Co., Chicago 
|Mail Order Company, and Lane- 
| Bryant, Inc. 

According to Sears, Roebuck, a 
| huge number of orders coming into 
| the mail order houses for tube- 
| packaged products do not have used 
tubes accompanying them. In some 
| cases the customer has wisely men- 


|} tioned an alternative choice, such 
! . 

| as jar-packed cream or _ tooth- 
powder. In others, the company 


fills the order with a substitute and 
permits a return of the merchandise 


1% : 
| if the customer wishes. 
| 


Two to Lane, Benson 
Chicago & Eastern Illinois Rail- 
| road and Frank Fehr Brewing Com- 
| pany, Louisville, Ky., have named 
| Lane, Benson, McClure, Chicago, to 
|direct their advertising accounts. 


KEYS Names Forjoe 


Station KEYS, Corpus Christi, 
Tex., has appointed Forjoe & Co. 
New York, as its national repre- 
sentative. 


¥ 


Collins, Miller & Hutchings 


INC 


¥ 


Photo-engravers in Chica.0 


207 North Michigan Averue 
Franklin 5854 
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THRIFT PREMIUM 


TO INTRODUCE 
PEACH BLOSSOM 
2'5-tb. pockege PEACH 
BLOSSOM Velue 24 
24-08. con ROYAL Bok- 
ing Powder.. Valve 10« 


HERE'S the new cake 
flour to lighten the burdens of 
baking and budgets. It's the per- 
fected Centennial cake flour 
offered to cake bakers as one of 
the noteworthy umprovements of 
1942. In a history-crammed year, 
a history-making flour that bakes 
surprisingly better cakes —lghter 
and finer. You'll get a great “lift” 
when you take your first PEACH 
BLOSSOM cake from your oven. 


GET THIS NEW CENTENNIAL CAKE FLOUR... 


PEACH BLOSSOM 


TWE CAKE FLOUR 
THAT DOESNT MAKE MISTAKES 
ec. 


TOTAL VALUE... 34 


~ewyrany 


This is one of a series of newspaper ad- 
vertisements currently offering house- 
wives a small can of Royal baking pow- 
der as a premium with the new cake 
flour produced by Centennial Flouring 
Mills Co., Seattle. Outdoor posters are 
also being used in the Washington state 
drive. 


Baking Powder 
Is Premium for 
Cake Flour Drive 


Seattle, Wash., April 15.—Tossin; 
aside everything that might be con 
sidered a “knick-knack” premium 
Centennial Flouring Mills Company 
has launched a newspaper and out- 
door advertising campaign offering 


housewives a free can of Roya 
baking powder as an inducement to 
try its new Peach Blossom cake 
flour. 


Distribution of the company’s 
products is nation-wide, but the 
current drive is confined to dailies 
in Washington, supplemented by 
outdoor posters. Introductory copy. 
210 lines on 2 columns, is headlined 
“Give a lift to your cakes” and con- 
sumers are told that a new baking 
quality has been added to the Cen- 
tennial product to make it “a revo- 
lutionary new flour for baking bet- 


YOU CAN USE ONE 
OR MORE OF THESE 


DONNELLEY 
SERVICES 


Profitably 
* Direct Mail Advertising 
*Created and Produced 
* Dealer Help Campaigns 
*Automobile Owner Lists 
*Rated Consumer Lists 
* Addressing and Imprinting 
"Contest Judging 


ter cakes.” The product, it adds, is 
“the cake flour that doesn’t make 
mistakes.” 

Housewives are offered a 2'2- 
pound package of Peach Blossom 
‘and a 2%-ounce can of Royal 
baking powder for 24 cents—the 
/price of the cake flour alone. The 
|campaign gains stimulus from the 
| current Royal cake flour campaign. 
Company officials believe sales of 


the new product will mount 
steadily, since initial sales have 
twice sold out existing stocks. 


Milne & Co., Seattle, handles the 
account. 


Advances Lupton, Otton 


| John M. Lupton, formerly assist- 
ant advertising manager, has been 
named advertising manager of Rob- 
|}ins Conveying Belt Company, Pas- 
| saic, N. J. He succeeds Alfred S. 
| Otton, former advertising manager, 
who has been promoted to handle 
production assignments and who 
will supervise sales and production 
of the company’s screen cloth de- 
partment. 


| Allis-Chalmers 
Shows New Film 
to Chicago Admen 


Chicago, April 14.—The first pub- 
lic showing of a sound motion pic- 
ture, “We Work for Victory and We 
Plan for Peace,” now being used by 
| Allis-Chalmers Mfg. Company, Mil- 
waukee, as part of its special war- 
time campaign was made here last 
night at a meeting of the Chicago 
Industrial Advertisers Association 
| The film, together with an elaborate 
brochure, is being used by the com- 
pany’s 20 branch offices to tell the 
behind-the-scenes story of Allis- 
Chalmers’ place in the war pro- 
gram, which because of the diver- 
sity of products manufactured is 
difficult by any other means, Horace 
M. Kinne of the advertising depart- 
|ment explained in presenting the 
showing. 

The film and brochure depict how 
the company is straining every pro- 


duction facility to turn out critical Serial Celebrates 10th 


machinery and war implements. 
They show what products are being 
made, where these products are 
going, what they are being used for, 
and why the company is not always 
able to make delivery to regular 
customers. In addition to use among 
customers, the program has been 
utilized in employe relations work 
at the company’s various plants 
with numerous showings of the film 
in local motion picture theaters. 

The production of the film and 
its showing were handled by the 
Jam Handy Organization. 


“ 

Novedades” Lowers Rate 
Novedades, Mexico City, which 

formerly granted an agency com- 

mission of 20 per cent, has changed 

to 15 per cent, conforming with 

U. S. practice. 


Gets Dress Account 

Junior Guild Frocks, Chicago, 
has placed its account with Guen- 
ther Bradford & Co., Chicago. 


“One Man’s Family,” NBC serial, 
will celebrate its 10th anniversary 
on Sunday, April 26. With the ex- 
ception of a few months, the pro- 
gram has been sponsored by Stand- 
ard Brands, Inc., for more than 
seven years, on behalf of its Tender 
Leaf tea. J. Walter Thompson 
Company directs the account. 


Bows to FTC 


Curtis Shoe Company, Marlboro, 
Mass., has agreed to comply with 
a Federal Trade Commission order 
to stop use of “Stetson” in its shoe 


advertising. The complaint was 
instigated by Stetson Shoe Com- 
pany, Weymouth, Mass. 


VISUAL FACTS 


Tell your story clearly to the people 
you want to reach. Basically simple, 


Jisual facts are the meat of your story 
put into quic understood picture 
form. Write for folder AA. 


VISUALFACTS, 2 W. 46th St., W.Y.C. 


church time on Sunday 


‘Premium Mailings 
"Sampling by Mail 


The 


REUBEN H. DONNELLEY 
Corporation 


350 E. 22nd St. Chicago, Ill. 
305 45th St. New York City 


( 


BASIC 


STATION... GCOLCUMBIA 
127 Venice Blvd., Los Angeles, Cal. G. A. Richards, President...John F. Patt, Vice President and General Manager 


Front Row Center. 


It was the boys on Bataan instead of the usual white- 
tie audience who listened as famed conductor Artur 
Rodzinski led the celebrated Cleveland Orchestra on 
that recent Saturday afternoon. Originated by WGAR 


and short-waved to be heard in the Philippines at 


, this broadcast saluted Mac- 


Arthur’s heroic men with a hymn of praise—the 


music of Kodaly’s stirring Te Deum. 


To the musicians in the orchestra, this was not simply 
another concert. To the staff of WGAR, it was not 
merely another short-wave broadcast. This was the 
voice of America speaking to its gallant defenders 


thousands of miles away. This was Mother's brave 


ome-to-C leveland...N. 


1. B. Convention, May 11-14 


BROADCASTING 


.. Bataan 


smile and Dad’s encouraging pat on the back for 


the lad in his fox hole, standing off a tenfold foe. 


Said editors of ‘Time Magazine: “Cleveland’s station 


WGAR did itself proud with the most notable pro- 


gram by an inland station yet short-waved to the 
Philippines.” Said WGAR’s General Manager Patt: 


“Radio can help win the victory along the battle line 


as well as on the home front. It is our good fortune 


to be of service on bot) fronts.” 


SYSTEM 


Edward Petry & Company, Inc 


National Representative 
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ADVERTISING AGE 


April 20, 1942 


Railroad Prexies 
Travel on First 
Pendulum Special 


Chicago, April 13.—A super- 
streamliner of pendulum - type 


coaches was assembled here today 
for a trial round trip run to Gales- 
burg before its units were returned 
to the three railroads owning them 
for tests in regular service. The 
beneficiaries of the test run were 
members of the Chicago Association 
of Commerce who joined the Gales- 
burg Chamber of Commerce for 
luncheon before boarding the train 
for the return jaunt. 

The special train was made up of 
three pendulum-style coaches, pro- 
duced by Pacific Railway Equip- 
ment Company, Los Angeles. The 
new passenger car introduced an 
entirely new _ principle—suspension 
of the car body from a point above 
its center of gravity. This method 
of suspension has the effect of 
swinging the car body in a spring 
cradle with the result that when 
traveling around curves at high 
speed the car body swings pendu- 
lumwise or banks. Remarkable rid- 


(Advertisement) 


Color Print Yields 
Finer Plates 


Solves Production 
Problems Arising 
from Color Film 


Our highly perfected technique 
brings you an art-copy color print 
that fully reproduces Kodachrome 
on paper. We retain the lifelike, 
rich quality of your film transpar- 
ency. We can enlarge, reduce or 
print same-size. 

This print we call a Chromart. 
You can display it, retouch, air- 
brush, paste into artwork. It is 
magnificent copy for plate-making. 
Priced from $38. Investigate this 
print! 


PHOTOCHROME LABORATORY | 
837 N. Fairfax Hollywood | 


Overnight by Plane 


"A RIGHT GUY" 


Why Mr. Tupper got an Upper! 
Se aa) ¥ —— ° 
oo ’ 
iO a 
If. , 
> | f\ , 
et Yr } 
ry } 
8 
Ti 
| \ 
t * NEW YORK CENTRAL 
d The Water level Gowte You Con Heep 


Mr. Tupper takes an upper because the 

New York Central is also transporting 

soldiers these days, the railroad tells the 

public in this 400-line advertisement 

placed last week in 50 dailies of 20 on- 

line cities. Lord & Thomas handles the 
account. 


ing qualities are achieved, notably 


freedom from the leaning or lurch- | 


ing sensation experienced aboard a 
conventional car when the super- 
elevation or banking of the tracks 
on curves does not fully compen- 
sate for the train’s speed. 

Only three pendulum-type cars 


have been built—one each for the | 


Santa Fe, 
Northern. 
6, reported the testing of the pendu- 
lum-type car in “Listening Post’). 


Burlington and Great 


While they are being operated for | 


observation periods on each of the 
three roads, today’s excursion 
marked their first and last trip as 
a single unit. 

Hosts of the day were E. J. Engel, 
president of the Santa Fe System, 
and Ralph Budd, president of the 
Burlington Route. While the Bur- 
lington has served Galesburg since 


1840 and the Santa Fe for a some- | 


what shorter period, it was reported 
that April 13, 1942, will go down 
in history as the day when the 
presidents of the two roads rode the 
same train into the city. The first 
leg of the trip was made on the 


Burlington, the return on_ the 
Santa Fe. 
An average speed of about 80 


miles was maintained, 

A wistful note was struck by the 
railroads in their statement that 
“while the demands of war will 
indefinitely postpone the construc- 
tion of additional pendulum-type 
equipment, the American traveling 
public eventually will benefit from 
the careful observation and study 


| of these cars which will continue 


for the duration.” 


New...1942 Editio 


n 


KEEP POSTED 


In these “ALL-OUT” days changes 
take place with machine gun rapid- 
ity. The Standard Advertising 
Register and service will keep you 
abreast of these changes. The new 
1942 edition is off the press; now 
is the time to put this service to 
work for you. 


The Register lists over 12,000 
national and sectional advertisers. 
It gives the executive personnel of 
the advertiser, including advertising 
manager, sales mangger, divisional 
managers, etc. It shows the agency 


THE RED BOOK...“THE ADVERTISING WHO'S WHO 


or agencies placing the account, in 
most instances with the agency ac- 
count executive. It outlines the dis- 
tribution of the advertiser's prod- 
uct and shows the advertising media 
used. 

In fact, it gives all necessary in- 
formation to effectively solicit the 
advertiser or agency either by mail 
or in person. Get more information 
about this valuable service. 
NATIONAL REGISTER 


PUBLISHING COMPANY, Inc. 


330 W. 42nd St. 333 N. Michigan Ave. 
New York Chicago, Ill. 


(ADVERTISING AGE, April | 


APRIL 


April Magazine 
Linage Shows 


Downward Trend 


Chicago, April 16.—All types of 
magazines showed linage losses in 
April, compared with last year, a 
tabulation by ADVERTISING AGE de- 
veloped from figures of Publishers’ 
Information Bureau, shows. 

General magazines, with an April 
linage total of 584,332, were off 21.5 


ADVERTISING LINAGE IN NATIONAL MAGAZINES 


r——1942-———-. -——-1941—_—_-. | ——1942 ——1941— 
Pages Lines Pages Lines | Pages Lines Pages Lit 
GENERAL | $Parents’ (National)....... 57.2 24,518 56.5 24,2 
*Ace Fiction Group. 12.6 14.2 » 129 | Photoplay-Movie Mirror 
sActual Detective ..... 5.3 ee - Oeawy OO 39.2 16,828 13.2 Is 
American oa 1.8 40.1 17.218 | Radio Mirror (Mac)........ 30.2 12,975 33.1 14,2 
*American Forests..... : 7.8 18.8 7.919 | Romantic Story (F). 32.1 13,486 25.4 10,¢ 
American Home..... we 42.3 66.7 42,135 | “Screen Guide ....... 18.9 12,867 12.6 S, 
American Legion.......... 9.0 90 3,857 | Screeniand Unit —.> 33.3 33,508 os.$ 10,8 
Arts & Decoration | Screen Romances (MM).. 27.8 11,944 33.0 14,1 
(Combined with Spur).. 8.5 390 13.2 8,320 gomtarcom se slay tele "hi : + ert 9 "i 
) Oo geil piesa, 20 855 23 972 True ( ‘onfessions | ¢ Sewers 37.0 15,552 30. 4 12,6 
Beauty & Health....... 7 5.6 2,395 10.1 iste eee Leet)... TES Nee 558 88S 
Better Homes & Gardens.. 56.2 15.495 SOLS 1.046 | frue Love & Romances » ® B4 ese 
Boys’ Life ....... 133 © 9,009 14.59 849 |, (Mae)... -- eee a +e 
SIE: ok id aieeks viva 3.2 1,371 5.5 2354 | True Romances (Mac). — fa 2. oe 
Christian Herald . — 17.4 7,458 16.1 6,908 rrue OUT ees taessesewee vi 48.7 20,876 ring 23,8 
| CORMIIBIR. 4.0 cccccca 3.2 2,157 3.9 2,622 \ ~~. seh Dig LP pal ate Nal aa aE a i 104.3 wore 148. : oe, 58 
Cosmopolitan Si.1 81.918 680 96.966 | cnn! BOY snes esssses, FO Shoes She | oS 
COT ROG iccscceee CS MOM Ge Mie Cee. Se See “Sek n, 
Daring Detective ... 6.9 2.876 6.7 2,791 YOU seveceeeeeeess 16.8 10,586 nding 15,92 
* > tectivea » on =< > Cepreer tgp Pe. 
ewe ‘ew R ; an r 1 3990 112 aoe sotal Group ...... ss E8568 OCLSEE LESS F81,26 
Da , ie arin STANDARD MAGAZINES 
Elks ..... saan do 3.2 1,377 54 306 | American Mercury......... o4 1,711 10.0 1,8 
— A, National) 50.6 3,999 61.2 11,103 Atlantic Monthly....... 24 7 7,077 24.2 64 
| “xtension ..... oe X_N 6,006 9.9 6.825 |) Harpers Magazine......... 20.6 4,911 20 65 7,0 
4a. G, eT 7.4 3,156 1.3 1,855 _- —— 
Fortune ‘Rie ad se Rawlen 122.8 77,589 111.2 70,276 Total GROUP ..cscecccds 0.7 13,699 68.8 15,84 
a I age Detective 10 1 B23 7.8 3,332 ot TDOOR 
. irade Teacher, rhe. . 13.0 5,748 21.8 4,634) American Rifleman ........ 22.5 9,63 24.9 10,68 
nme Detective I nit ait 3 3,615 5.4 3.679 | Field & Stream..... 38.6 16.540 18.1 20.64 
| *Hillman Detective Unit... 8.0 3,519 - ieehes Fur-Fish-Game amie 14.5 6,235 19.3 8,2 
House Beautiful ........... 62.6 39,552 S4.0 53.070 | Hunting & Fishing. 22.3 9.577 23 4 10.0) 
House & Garden... see 51.6 32,622 72.6 $5,857 | Outdoor Life ; 34.0 14,596 14.5 18.4 
*Improvement Era... ‘ 16.1 6,035 19.5 8,329 | Outdoors ........ 9.2 3,945 16.5 7,08 
| Instructor er roe 12.2 S354 22.0 15.009 | Sports Afield 25.7 11,008 40.1 17,21 
| Mechanix Illustrated 28.6 6.409 39.3 S800 " . -_ 
*Moose Magazine 7.1 117 7.0 3.032 Total Group Dake as ae sie 166.8 71,536 216.6 92,92 
| *Motor Boating ....... 13.1 1,981 81.5 35,208 MAIL ORDER 
| National Geographic...... 23.0 5,462 5.0 8,315 Comfort dali s ‘1 ii Mle et atall 5.6 é ee¢ 4.2 nee 
| Nation's Business. . 12.4 18,182 30 22.704 Mother ~ Home iAfe aa 3.4 ' ot 2 1.84 
|*Nature Magazine. . ; 6.0 2,764 0.0) 3,793 | Woodmen of the World s wile ’ vie 
Open Road for Boys.. : 7.4 $173 7.2 +108 ii . -— on ; 
Popular Mechanics...... 65.5 14.674 86.8 19 he Potal Group woes ee eens 6.9 4.532 1.0 1.4 
*Popular Publications... 14.4 3.223 16.7 3.758 | og MARCH WHEALIES Coy cae ee 
Popular Science..... oat 54.8 12,263 60.8 13.607 |. Amé shocinigy Ww eekly...... — 54,008 oar 4,47 
|” iRseageadeeeenpentins 31.4 13.470 38.8 16.652] .pusiness Week neg Sg ye 
*Rotarian eer oT ere 5.7 2,441 11.0 1,703 ~ voller - 128 3 St,0ee 191.3 130,06 
| Scientific American... 13.6 5,833 11.7 5989 | te ete tess ees 47.4 20,474 63 - 27,34 
"Secrets ....... casi 12.7 5419 69 2956) oom Circle [. Sus dea tok 
*Street & Smith Comb N.5 1.978 0.5 2,128 ‘Forbes ae) ate At ss . edhe 
TIE oe eecun ences 26.0 10,958 7.0 15,775 eth aay 19 . 15,870 as ‘ 21,09 
*Thrilling Group 20 1,580 19.2 4,319 | ‘Liberty A aii 2 4 22.510 81 a 34.82 
| Town & Country... 11.4 27,811 58.0 bx.945 | life BBS.5 = 199,996 — SF0,08 
Travel ae — = 5) RF 5454 i *Look . e+ . ‘ “0 4 1% 950 22.8 1 roe 
True Detective... 60 78 74 » 968 | N aonabeattn qua (Guide Rhy 11,846 5 -y- it 
®Vachtina  # as on | Newsweek 3ULN 5065 66.6 71, ' 
FOREN oe 250 1.0 = =25,754 65.8 41,633 | ew Yorker 145.5 62,415 199.9 85,755 
ests oe ae jin 2 200s | Pie (three issues). 1.6 3,146 4.1 2,88 
rhea ats. chellagedp oa HP9S.0 84,392 1,512.5 744,688 | ssaturday Evening Post INS.5 126,114 302.5 205,724 
WOMEN'S MAGAZINES *Scholastic ..... 22.7 9,766 22.9 W825 
|*American Girl ........ 7.0 Oo4 6.3 2 690 aThis Week 53.4 15,587 42.0 43.22 
a!) cas . 23.2 W946 11.0 13.312 | *Fime ......- “_—T 248.0 106,407 282.5 121,17 
eer ee 44.8 19,224 70.5 30,228 | '*United States News 72 31,043 5S. 25.23 
(jood Housekeeping 90,2 tS.680 107.8 $6,254 | 
Harper's Bazaar 64.0 019 So.0 5.814 | Total Group 1759.3 992,495 2,108.5 1,204,227 
DOOM ke cancvas ; 3.5 10,159 16.4 12.410 | 
Hollywood (CF) 86H 16,200 31.9 13,397 | Under women's mawazines, (F) indicates Fawcett 
Household i : 13.2 8956 22.7 15400 | (MM) indicates Modern Magazines; (Mac) indicates Ma: 
Junior League . 7.0 977 12.2 7.676 | fadden., 
Ladies’ Home Journal 86.7 9 O25 88.5 HO,1S5 | *Figures supplied by publisher 
Mademoiselle ; 103.2 4,250 161.9 69.448 §Not included in total 
McCall's , 4 10,413 soo 74.331 ai942 format 850 lines: 1941 format 1030 lines 
Modern Romances (MM) 27.2 11,652 30.0 12,798 ‘Four issues both years 
Modern Screen (MM)... 30.5 13,103 35.1 15,019 “Four issues 1942, five issues 1941 
Motion Pieture (FF)... 10.8 17,120 34.0 14,276 ‘Five issues both years, 
Movie Story (F).. ee 39.5 16,572 35.0 14,604 '‘Semi-monthly 
Parents’ (N. Y. Metro Kad.) 60.7 26,0380 59.2 25.400 ) Two issues both vears 


per cent from last year, when the 


total was 744,688 lines. Women’s 
magazines, with a total of 667,311 
lines compared with 797,384 lines 


last year, were down 16.3 per cent. 
Standard magazines were off 13.3 
per cent, with 13,699 lines this year 
and 15,808 last year. Outdoor 
papers were off 23 per cent, with 
71,536 lines this year and 
last year. Mail order was off 8.5 
per cent, with a 1942 total of 4,532 
lines against 1941’s 4,954. 


Weeklies and semi-weeklies, re- 


92,928 | 


porting for March, were also down 
substantially from last year’s total. 


With 992,493 lines reported for 
1942, compared with 1,204,227 for 
last year, their loss measured 17.6 


per cent. 


Issues Dealer Organ 


Oldsmobile Division of General 
Motors is issuing a new monthly 
publication, “The Round Table,” 
which is designed to serve as 4 
clearing house of ideas and sugges- 
tions for Oldsmobile dealers. 


BALTIMORE 


Mutual and National Coverage Networks 
NATIONAL REPRESENTATIVE: JOHN BLAIR & CO: 
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Business News Doesn’t Care 


When or Where It Breaks 


The big news of the week in adver- 
tising and merchandising may be a 
Washington report of Treasury policy 
on advertising, or a new packaging pro- 
gram of Heinz in Pittsburgh, or a new 
product development of General Mills 
in Minneapolis, or a new campaign by 
Procter & Gamble in Cincinnati. It 
may relate to an important agency 
merger in New York or the mainte- 
nance of travel advertising by a group 
in California. 

If Willys-Overland starts advertising 
cars for delivery x years hence, there’s 
a story dated Toledo; or if Quaker Oats 
enters the dog food field, Chicago re- 
ports the significant details. So the 
news of advertising and marketing may 
and does break anywhere and every- 
where, week after week. 

Because this is a big country, and 
the merchandising operations of na- 
tional advertisers are scaled propor- 
tionately, ADVERTISING AGE has organ- 
ized itself to report not merely the news 
of Park avenue and Michigan boule- 
vard, but has located editors and cor- 


respondents at every key spot in Amer- 


ica—plus editorial representatives in 
Canada, Great Britain and elsewhere 


on the globe. This is a big business. 


Nor can you be sure that news will 
break conveniently from the stand- 
point of an arbitrary closing date. 
Therefore ADVERTISING AGE holds its 
forms open until Friday afternoon, 
going to press with full news coverage 
of the week’s important and significant 
happenings, and using the non-produc- 
tive week-end for manufacture and dis- 
tribution. Thus each Monday morning 
the reader starts a new week with full 
information as to what has happened 
the preceding week that will affect his 
planning and policies now and in the 


future. 


The business newspaper which is 
geared to do the job the importance of 
its assignment demands must be big 
and flexible and ready for emergencies. 
Under the impact of wartime demands 
for full and complete service, ADVER- 
TISING AGE offers its readers nation- 
wide news coverage—no matter when 


or where it breaks. 
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Gordon Baking, Agency 
Stipulate with FTC 


Gordon Baking Company, Detroit, 
and Barton A. Stebbins, its Los 
Angeles agency, have stipulated 
with the Federal Trade Commis- 
sion to cease using certain claims to 
promote Silvercup Roman Meal 
bread. They promised to discon- 
tinue representing that Silvercup 
contains all the necessary vitamins, 
or will supply the minimum daily 
nutritional requirements for any 
one vitamin when eaten in normal 
quantities. 

The stipulation also bars 
claim that Silvercup is incapable of 
adding excess body weight, will re- 
duce such weight or that the bread 
embodies a new health secret. 


Griswold Joins CABI 

Glenn Griswold, formerly presi- 
dent of Glenn Griswold Associates, 
public relations, has joined the 
Conference of Alcoholic Beverage 


Industries, New York, to direct the | 


association’s public relations. 


the | 


THE MAN BEHIND 
THE MEN BEHIND 


_ 


eee 
/ 


Fa). 


; eM i 
R ssensme for unfailing pow. 44 
er to speed war equipment out- oH 
puts, the power engineer is a vital # a 
supporter of the men behind the at 
guns... . Many advertisers will (3 
tell you the best way to direct “fx 
your sales story to the decision- bs 
making men in the “big gun” 
power engineering ficld is through | jm 
their preferred technical magazine— Sieh 


ft 
r} 
oe 


ABC 
ABP YWER 

PLANT 
ENGINEERING 


Radio Interviews 
With Workers to 
Highlight Drive 


Chicago, April 14.—As part of its 
worker-morale program, Indepen- 
dent Pneumatic Tool Company will 
stage radio interviews with workers 
of its Aurora, IIl., plant both at the 
shop during the day and in their 
homes at night, Neil C. Hurley, Jr., 
| vice-president, revealed last night 
|in speaking before the Chicago 
| Industrial Advertisers Association. 
| Declaring that from manage- 
|ment’s viewpoint morale building 
|in plants engaged in war work is 


| the biggest and most important job | 


'the advertising department can do 
today, Mr. Hurley sketched his 
| company’s “Produce the Plus” pro- 


| gram. The plan is designed to 


| heighten the spirit of achievement | 


‘showing them the importance of 
‘their efforts in producing standard 
industrial products which help 
build the sinews of war. The tech- 
|nique used is in no sense a speed- 
|up effort, the speaker emphasized, 
but rather an appeal to the workers 
| to see that the boys from their own 
ranks at the front are not handi- 


among the company’s workers by | 


capped by a lack of supplies from | 


| the home front. 
| In addition to radio, local news- 
paper advertisements are being 
used to support the campaign, so 
‘that the workers will take addi- 
|}tional pride in 
| knowing that their friends and 
neighbors are acquainted with the 
| part they are playing in the war 


| effort. Some of these ads will show | 


|a worker at his post in the Thor 


| duty, thus registering the teamwork 
|}local families are 
}addition to posters, production 
'charts, and plant rallies, a 
| weekly employe newspaper 
|}maintain enthusiasm and 

nates the program. Suggestion 
boxes established in each depart- 


| ment as part of the plan, and $5 in | 
im | war 


for accepted 
been 


stamps 
have 


sugges- 
| tions, exceptionally 


| fruitful. 


their work from | 


displaying. In| 


plant and a picture of his son on| 


semi- | 
helps | 
coordi- | 


Mr. Hurley credits success | 


|of the program to the fact that it | 
is being conducted and all contact | 
| maintained by the advertising de- | 


partment under the direction of 
C. N. Kirchner, advertising man- 
ager, thus removing any thought it 
is a speed-up effort on the part of 
| management. 


Buy An Audience 


.. . and these percentages will be samples of the WTAG listening 
habit among Central New England’s radio families during the 
day and evening. All of the highest percentages are not included, 
either. In fact, WTAG’s average is 64%* day after day. All inde- 
pendent surveys substantiate these figures. Details about WTAG’s 
position in this important area on request. 

* According to all independent surveys. 


when You Buy Time- 


— 

NBC BASIC RED AND YANKEE NETWORKS 
EDWARD PETRY & COMPANY, NATIONAL REPRESENTATIVE 
Owned and operated by The Worcester Telegram-Gazette 
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Getting 


Personal 
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American Tobacco 
‘41 Cigaret Sales 


E. P. Bullard, president of Bullard Company, Bridgeport, Conn., Hit Record High 


recently celebrated his 50th with 


founded by his father. . . 


year 


FIVE MEN ON A HORSE 


It's all for one here—the bottled goods—as Dick Robert, 
gen. sales mgr. of Minneapolis Brewing Co., points to his 
line of “ponies,” (left to right) Ed Cashin and Nate 
Crantree of BBDO, the agency; Tom Hastings and Frank 
Kiewel, respectively city sales mgr. and adv. mgr. of the 
brewery; and Jack Cornelius, v.-p. and Western mgr. of 
BBDO. They got together following a sales meeting out- 
lining the company's 1942 campaign. 


the company which 
On a baby-blue production order, L. G. 


was 


West, prod. mgr. 
of Beaumont & 
Hohman, Cleve- 
land, announced 
the arrival of Da- 
vid Wilson West, 7 
Ibs., one oz. of son 
and heir... 
Ensign Edward 
R. Grace, Jr., for- 
mer WJR an- 
nouncer and _ son 
of the president 
of Grace & Be- 
ment, was married 
April 4 to Corrinne 
Wilcox. . . An ad- 
man got on the 
Blue Network’s 
Swap Night the 
other night when 
Harold Marshall, 
head of the N. Y. 
agency bearing his 
name, marched 
boldly to the mic- 
rophone. Swapper 
Marshall seeks a 
20-ft. sloop, com- 
plete with shelter 


cabin and outboard. His half of the swap is unspecified. . . 
The recent wedding of Elizabeth Butler (secretary to H. L. Hodg- 


son, J. M. Mathes v.p.) 
Mathes production department, is 


and Lawrence 


Weaver, 
the culmination 
romance that started before Weaver joined the Navy last year. 


formerly of the 
of an office 
The 


bridegroom was among those rescued from the ill-fated supply ship 


Pollux when the vessel foundered 


recently. .. 


off the coast 


of Newfoundland 


PEPSI-COLA SIGNS ON WABC SHOW 


Pepsi-Cola Co., switching to participation in the Arthur Godfrey early morning 


show on WABC, New York, becomes his largest single sponsor. 


At the contract 


signing ceremonies are (left to right) Mr. Godfrey; Arthur Hull Hayes, general 
manager of WABC; William Reydel, vice-president of Newell-Emmett and 
Pepsi-Cola account executive; and William Edwards, WABC salesman. 


E. B. Neil, mechanical engineer with Denham & Co., Detroit indus- 
trial advertising agency, is conducting a course in advanced methods 
of increasing productive capacity of plants and machines in Wayne 
University’s new curriculum for training industrial workers. . . 


Lee Tracy, Look’s promotion manager, is back on the job nursing 
an overdose of powerful Florida sunshine, acquired on his seventh 


trip to the southern the last 14 


Dorothy, who was 


resort in 


convalescing from 


a recent appen- 
dectomy, accom- 
panied him. .. A. 
M. Staehle, pub- 
lisher of Factory, 
is another winter 
vacationer. H is 
itinerary calls for 
a stop-over in Ari- 
zona and will 


probably carry 
him on out to the 
West Coast ; 
George H. Hen- 
dricks, of the pro- 


months. 


His daughter, 


A HEARTY BLOW FOR KFI 


duction depart- 
ment of Reincke- 
Ellis - Younggreen 
& Finn, Chicago, 
went home Satur- 
day afternoon, 
turned on the ra- 


dio and heard = mgr. 
these joyous tions mgr. 
words: “$500 for 


A quintet of leather-lunged blowers concentrated on the 
candles as KFI, Los Angeles NBC outlet, celebrated its 
20th anniversary on the air April 16. 
to right) Clyde Scott, sales mgr.; Curtis Mason, co-chief 
engineer; Harrison Holliway, vice-president and gen. mgr. 
of KFI and its sister station, KECA; Glan Heisch, prgm. 
and Bernard N. Smith, farm ed. and public rela- 


Included are (left 


second place in this contest (WGN’s Great American Operetta Con- 


test) goes to George Hendricks, 528 Belden 
still recuperating. . . 


Avenue, 


Chicago.” He's 


New York, April 16.—Sales of a! 
|cigarets by American Tobace 
| Company and the American Cigar- 
| ette & Cigar Company reached thx 
| record total of 56,809,124,000 in 1941 
‘compared with 47,991,548,000 i; 
| 1940, it was revealed here yester 
day in the registration statemen! 
for a new issue of $100,000,000 of 3 

| per cent debentures. Total cigare 
|production by the industry was 
| 206,405,766,365, so that Americar 
|and its subsidiary accounted fo: 
27.5 per cent of all cigaret produc- 
tion. 
Prior to 1940, the biggest yea: 
American had enjoyed was 1931, 
| when the company sold 46,742,254,- 
000, and the smallest year in the 
_interim was 1935 when only 32,- 
| 808,921,000 were sold. These figures 
|are for American Tobacco alone, 
|since its subsidiary did not then 
| manufacture and sell cigarets. 

The prospectus states that Ameri- 
can Tobacco Company and Ameri- 
can Cigarette & Cigar Company “are 
believed” to manufacture and sell 
more cigarets in the United States 
than any competitor. Incidentally, 
the well-known Lucky Strike claim 
that “at market after market, 
Luckies get the finer, the milder 
tobaccos,”” is measurably substanti- 
ated by purchase statistics. Ameri- 
can’s average purchase price for 
flue-cured tobacco in 1941 was 35.24 
cents as against 28.6 cents, the un- 
| official figure given for the entire 
|crop. The company spent 34.57 
cents for burley, compared with 
| 29.3 cents for the crop average. 


J-W-T Shifts Telford 

Wallace Telford, media buyer of 
the Montreal office of J. Walter 
Thompson, has been transferred to 
| the company’s Toronto office. M. 
Cardon succeeds him in Montreal. 


Intermountain 
Market 


listen 


MOST 


to this 
Red Network 
Outlet 


POPU LAR 
Station 


Salt Lake Cay 
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DISPLAY SUPPORTS U. S. NUTRITION DRIVE 


THIS TYPE OF FOOD 
1S AMONG THOSE 


NABISCO 


SHREDDED WHEAT 


HELP KEEP AMERICA FIT 


RECOMMENDED IN THE 
NUTRITION FOOD RULES 


\ 


proouct 
esc unt Comma 
. aso 


Son. eiScy i 


Among the first store displays to back up the government-industry nutrition pro- 


gram is this one employing the official Uncle Sam poster design. 


Nabisco's 


Shredded Wheat comes under one of the eight categories of essential foods listed 
in the official nutrition food rules. 


35 Experts Serve 
as Ad Conference 
Leaders, Directors 


Chicago, April 17.—More than 35 
leading figures in advertising, mer- 
chandising, business and 
will participate as 
coordinators and group leaders in 
the Wartime Mid-Continent Sales 
and Advertising Conference to 
held at the Sherman Hotel here 
May 1-2 under the auspices of the 
Chicago Federated Advertising 
Club. 

The conference will be a working 
gathering entirely, with 


ment lecturers, 


be 


ban- 
quets and no entertainment. It will 
open with a general session May 1 
after which the group will break 
up into clinics, returning to a joint 
luncheon session, and then break 
up into clinics again, followed by 
a summary session in the evening. 
The same procedure will be fol- 
lowed on the second day. 
Registration fee is $10, and 
plications should be addressed 
the Chicago Federated 
Club, Hotel Sherman. 


no 


ap- 

to 
Advertising 
Registration 


will be limited to 500. 
Among the host of prominent 
leaders who will participate are 


A. C. Nielsen, president, A. C. Niel- 
sen Company; Leo Burnett, presi- 
dent, Leo Burnett Company; L. E 


Scriven, War Production Board; 
Graham Hutton, head of the British 
Press Association; James W. Irwin, 
assistant to the president, Monsanto 
Chemical Company: Lyndon O 
Brown, vice-president, Lord & 


| Thomas; E. R. 


| 


govern- | 


Richer, vice-presi- 
dent, Hart Schaffner & Marx: and 
others equally well known. 


Typewriter Rationing 


Postponed One Week 


Rationing of typewriters to eli- 
gible purchasers will start April 20 
instead of April 13. The postpone- 
ment was ordered by the Office of 
Price Administration to relieve con- 
fusion in congested areas which had 
not received supplies of application 
forms and rationing certificates on 
the scheduled date. 

OPA also broadened the eligibil- 
ity base for the purchase of new 
and used machines. Approximately 


100,000 new models, mostly port- 
ables, and 750,000 used standard- 
size typewriters will be unfrozen 


April 20. War contractors with pri- 
ority ratings of A-3 or higher will 
be eligible under the amended rules 
The amendment did not change the 
status of newspapers, previously 
made eligible only for portables 


Launch Restaurant Drive 


An advertising campaign employ- 
ing four Manhattan newspapers, 
car cards, and Cue and The New 
Yorker has been launched for La 
Guardia Airport Restaurants, the 
Kitty Hawk and Aviation Terrace, 
Queens, N. Y., which are operated 
by the Hotel New Yorker. Copy 
will stress the accessibility of the 
restaurants by bus, car and subway. 
Maxon, Inec., New York, is. the 
agency. 


Ad Club to Hear Arnold 


Thurman W. Arnold, assistant at- 
torney general, will speak at the 
annual dinner of the Advertising 
Club of Newark on May 20 


ee, 


PRINTING 


+ 


DAY AND 


SERVICE 


Advertising Typography 


is far more than just typesetting... 
It is an art that has been developed 
by advertising designers and typog- 
raphers in the last twenty-five years 
...It is a very definite technique of 
handling that has been developed, 
bounded by basic laws of space, mass, 
and color, a pattern if you please that 
has been found to be most effective 
in creating attention by having fine 
| appearance and inviting reading 
by presenting the message in an 
orderly fashion that is easy to read. 


MEMBER OF ADVERTISING TYPOGRAPHERS ASSOCIATION OF AMERICA 


FAITHORN CORPORATION 
Ad-Setting 
500 SHERMAN STREET - CHICAGO 
TELEPHONE WABASH 7820 


* Engraving + Printing 


Night-time Radio 
Listening Levels 
Off During March 


New York, April 17.—Night-time 
radio listening, which surged to a 
high winter seasonal peak of 33.2 
during February, returned almost 
to the 1941 level during March, 
according to the Index of Listening 
released today by the Cooperative 
Analysis of Broadcasting. 

February night-time figures were 
33.2 for 1942 and 30.6 for 1941, 
while the March figures were 30.5 
for 1942 and 30.0 for the preceding 
year. Daytime listening for the 
two years was equal, the index 
resting at 15.6 for March of both 
years. 

Night-time listening has climbed 
steadily since Pearl Harbor, the 
index shows, although the Decem- 
ber index figures did not register 
the audience peaks reached imme- 
diately after Dec. 7 because the 
CAB investigations are conducted 
as nearly as possible on normal days. 
The December, 1941, figures were 
based on one week of investigation 
ending Dec. 4, three days before the 
initial Jap attack and one week of 
investigation starting Dec. 14, seven 
days after the declaration of war. 


President Roosevelt's address of 


Dec. 9 was heard by 83 per cent of 
radio set owners in the metropoli- 
tan areas covered by the index, 
while his Monday noon address, 
Dec. 8, attracted 65.7 per cent of 
radio set owners. 

The CAB is operated by a gov- 
erning committee appointed by the 
Four A’s and the ANA. 


FIBBER McGEE HOLDS 
TOP HOOPER SPOT 

New York, April 15.—Fibber Mc- 
yee and Molly, with a rating of 
32.3, hold first place for the third 
consecutive month in the latest fig- 
ures announced this week by C. E 
Hooper, Inc., among national net- 
work shows. 

Bob Hope continues in the run- 
ner-up spot, with 30.9, followed by 
the Aldrich Family, 25.8, and 
Charlie McCarthy, with 24.5. Next 
in order among the top 10 for April 
were Radio Theater, 24.0, Walter 
Winchell, 23.7, Jack Benny, 22.4, 
Coffee Time, 21.9, Mr. District At- 
torney, 20.2, and Rudy Vallee, 19.8 


Riker Joins Crucible 

Frederick J. Riker, general sales 
manager of Worcester Pressed Steel 
Company, Worcester, Mass., for the 
past two years, has resigned to 
become general manager of a divi- 
sion of Crucible Steel Company, 
Pittsburgh, Pa 


Heralds Ship Output 


Bethlehem Steel Company, Beth- 
lehem, Pa., heralded its zooming 
steel production of merchant and 
war ships with a full-page adver- 
tisement last week in 67 newspapers 
of 25 plant cities and in New York, 
Chicago and Washington. Copy was 
placed through Jones & Brakely, 
New York. 


Advances Forsythe 

William B. Forsythe, general 
manager of Consolidated Beverages 
of Canada for eight years prior to 
joining Pepsi-Cola Company as 
general manager of English and 
export operations, has been elected 
vice-president in charge of the ex- 
port department. 


CBS Adds Harshberger 


George Harshberger, Jr., 
merly field representative for 


for- 
the 


'Five Star weekly supplement and 


previous to that with West-Holli- 
day in New York, has joined the 
CBS promotion department — in 
Hollywood to handle trade news. 


AAAA AGENCY. 
EXECUTIVE 


AVAILABLE MAY IST 
immediate national billing Over 20 years agency 
training—merchandising, contact, copy, ideas and 
production. Best of reforences and exceptional record 
Chicago connection only 


Box 3673, ADVERTISING AGE. 


AMERICA’S PRODUCTION LINES 
ARE BEING “INVADED, TOO! 


# 


A 


“LOST TIME” 


Mr. Production Manager: These “invad- 


ers” 


annually in time and materials. 
WITHOUT asking workers to WORK HARDER 
WORK FASTER or DO MORE, you can now 


“drive them out” and help lick America’s No. 


1 Job—PRODUCTION! 


ELIMINATE the things that SLOW UP pro- 
duction and the automatic RESULT is IN- 


CREASED PRODUCTION. 


Belnap and Thompson, who for years have 


specialized in developing plans to “influence 


people,” 


Westinghouse, Kraft, Chrysler and many 


others, have just developed a complete new 


are costing America billions of dollars 


working with such companies as 


“ACCIDENTS” 


covered in a 


obligation. 


workers: how 


“WASTE” 


and “labor”, but more especially, it will win 
the wholehearted support of every worker. 


How to announce the plan; how to reward 


to maintain interest... it’s all 


complete brochure which we 


will be glad to place in your hands without 


All material essential to the successful pro- 


motion of the plan is now being made avail- 


able. Write for full information, giving name 


and different type of “production 


campaign.” It will not only win the 


approval of both “management” ¥ 


Write Today for 


Complete Information 


of company, 


number of employees, and 


products manufactured. Even if you are not 
on a full war production basis, you can still 
operate this plan effectively. War plants will 


be glad to know that all material will be 


edited to conform with 


‘ble WPB plans in Wash- 
7 a resP s! d ington. 
Every m ‘on u\ 
i) . 
for oo te ghis plan 
inve 


BELMAP od THOMPSON. in. 


Creators and Producers f Incentive Plans 


309 WEST JACKSON BOULEVARD 


CHICAGO, ILL. 
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‘Quote Sheets’ 


for Wartime Copy 
Offered to Admen 


(Continued from Page 1) 


Young & Rubicam executive who 
now heads OFF’s Graphic Division. 


Much of the work will be transfer- | 


red to the Advertising Division 


when it is established April 27 upon | 
from | 


the arrival of 
the National 
pany. 

The first “quote 
ready at the government printing 
office. It is expected that by May 
1 the first newspaper and the first 
magazine series will be ready for 
distribution. Retail and outdoor 
poster series will follow thereafter. 
A new edition of each series will be 
brought out monthly, according to 
present plans. 
for getting the 
hands of 


Ken R. Dyke 
Broadcasting Com- 


advertisers and 
Advertising Council. 

Mr. Flannery explained huw the 
system will work by describing a 
special mailing already made. 
Twelve New York City stores re- 
cently published a 
newspaper page (ADVERTISING AGE, 
March 9) headlined: “For Dis- 
tinguished Service to the Axis... 
for Hoarding,” 
showing Hitler pinning a medal on 
the American who has stocked up 


“TODAY ~ 
ROCK ISLAND - MOLINE 
are TIME APPROVED 


— ideal industrial location — In 
heart of nation's finest farming 


PRESENT key wor produc. 
tion center for guns and tanks, 
utilizing EXISTING facilities ready 
to return to peace production 

when VICTORY has been achieved. 


FUTURE Unsurpassed rail — 


water — highway — air trans- 
portation —- many large and var- 


INVEST in. GOOD WILL 
where TODAY'S War Workers 
will be TOMORROW'S Rebuilders 


* The U. S. Government Arsenal, 
producer of tanks and guns, 
now employs 12,247 men, as 
of March 16, with a half mil- 
lion dollar weekly payroll. 


Tri-City industrial employment, 
as of March 19, was 36,206, 
(over 70% of this employment 
originates in Moline-Rock Is- 
land Zone). 


June will see the first of more 
than $80,000,000 worth of tanks 
roll out of the newly estab- 
lished Harvester Tank Arsenal. 


The SAME whe ere GOOD 
CUSTOMERS in Rock Island-Moline 
TODAY will be GOOD CUSTOMERS 


your SHARE 
ROCK ISLAND Qi) MOLINE 
ARGUS «= "SDISPATCH. 
NATIONAL REPRESENTATIVES 
THE ALLEN-KLAPP CO. 


-- i 
your sToRY 


sheets” are al-| 


Exact arrangements | 
material in the) 
media | 
have yet to be worked out with the | 


DOUBLE-BARRELED 


Dr ni y lac li¢ 


SEWELITE BRUSHES 


Both top and base sections of this new 
display lithographed by Einson-Freeman 
Co. can be used separately or can be 
combined into a single window display 
featuring both the direct-color photo- 


graph and the actual Pro-phy-lac-tic 


Jewelite brushes. 


|on everything which he thinks may 
| become scarce. 


cooperative | 


with the illustration | 


As soon as OFF 
this copy, permission to reproduce | 
it was sought and obtained. It was | 
then printed and so folded that it | 
can be mailed without an envelope, 
bearing on the back this message: 
“To the advertising manager——here 


|is an excellent example of a co- 


;operative anti-hoarding advertise- 
ment published by a group of New 
York City merchants. 
given permission to reproduce it. If 
your community merchants want to | 
build a= similar advertisement 
around this cut we will be glad to 
— you a mat, gratis, upon request | 
| to—Graphic Division, Office of Facts 
“and Figures, Washington, D. C.” 
To Continue “Specials” 

Such special mailings of outstand- 
‘ing examples of war advertising 
| will continue to be made even af- 
‘ter the regular series are available, 
|Mr. Flannery said. OFF does not 
intend to mail everything every- 
where but will distribute a rela- 
| tively small number of copies which 
‘can in turn be reproduced locally. 
The advertising principle of reach- 
ing the most people for the least 
money will be followed, he said. 

Two types of editorial cartoon 
series are also a part of the plan, 
with distribution in the hands of 
OFF’s Press Division. Outstanding 
political cartoons will be collected 
and disseminated for reproduction 
with full credit. Strip cartoons on 
war subjects will be handled sim- 
ilarly. For example, a recent Joe 
Palooka strip pictures Joe in a sni- 
per’s nest discussing the war issue. 
This type of material will be re- 
printed by OFF and sent to all car- 
toonists in the hope they will incor- 
porate similar ideas in their strips. 

Mr. Flannery explained that OFF 
has reduced the entire war problem 
to six basic points, 
can be described in a single word. 
In order, they are Issues, Allies, 
| Enemies, Work, Sacrifice and Fight. | 
|The first three must be understood 


“Issue” means “what are we 
fighting for,” “Allies” who is on our 
side, “Enemies” who we are fight- 


ing against, “Work” what we must 
| produce to win, “Sacrifice” 
must give up to win, and “Fight” 
the military measures necessary to 
success. 


At present, OFF deems “Work” 
and “Sacrifice” the important 
points. Hence, it is advertising de- 


veloping these points that is being 
sought. Advertisers who want to 
know how they can help the war 
effort will be given suggested sub- 
jects falling within the limits of 
these two points. 

OFF conceives its function to be 
merely the channeling into proper 
hands of basic material tying in 
|with the nation’s aims. It recog- 
/nizes that it cannot create all the 
ideas, but hopes merely to recog- 
nize good ideas when conceived in- 
dividually and make them avail- 
able generally 


reviewers saw | Southern 


They have | 


each of which! 


and the last three performed to win. | 


what we | 


APRIL ADVERTISING LINAGE IN FARM PAPERS 


Commercial Display 


Commercial Display 


Including Poultry and Lrisplay Including Poultry and Display 
Livestock Advertising Livestock Advertising 
1942 -——1941— 1942 1941 —1942-—.-, -——-1941—. 1942 194 
Pages Lines Pages Lines Lines Lines Pages Lines Pages Lines Lines Lines 
Monthlies | Montana Farmes 22.3 16,844 26.6 20,074 12,910 16,54 
| American Poultrs *Oregon Grange Belletin 13.9 14,938 15.3 16,492 14,938 16,4 
Journal | Utah Farmer 13.9 10,473 18.5 13,961 9,235 12,4 
Eastern Edition WS 813,082 24.0 10,293 6,948 5,717 | Western Farm Life 20.6 16,184 24.8 19,414 11,118 15,8 
Central Edition ° 18.6 7,991 17.7 7,590 4,927 5,263 | ii iad wlgts teases ane aietene 
Western Edition ... 13.1 638 13.8 », 897 4,077 4,539 | Total Group 144.6 114,144 174.0 136,571 98.338 123.8 
§In all 3 Editions 10.8 4,618 12.5 5,342 5,565 4,212 | Bi-Weeklies—March 
*Better Fruit sees 11.1 41,6858 10.2 4,312 4,688 4,312 |}1American Agriculturist 26.0 18,953 34.8 25,339 16,484 21,3 
Breeders Gazette .... 14.7 6,604 19.2 8.651 3,141 6.187 | ‘Arizona Farmer 20.3 15,359 29.1 22,014 15,283 21,664 
California Citrograph.. 16.7 11,190 18.7 12,591 11,190 12,591 | 2California Cultivator 23.5 17,7384 34.9 26,390 17,410 25,9 
Capper's Farmer .... 26.2 17,826 7.1 25,215 17,300 24,812 | 2Dakota Farmer 14.8 11,417 17.9 18,804 10,052 12,4 
Country Gentleman . 19.2 33,460 »& 37,911 31,740 36,955 | 2Farmer, The 
*Electricity on The General Edition 23.4 18.315 33.9 26,536 16,340 23,6 
Farm wane t 10.9 3,891 12.5 4,462 3,891 4.462) Local Edition 26.5 20,734 30.4 30,879 18,759 27,9 
}*Farm and Ranch 22.8 17,231 28.6 21,610 15,269 19,379 |2Idaho Farmer 21.7 16,414 23.1 17,462 16,405 17,4 
| Farm Journal & “Kansas Farmer 15.0 11,367 20.7 15,730 10,670 13,5¢ 
Farmer's Wife 36.5 15,556 45.8 19,657 14,292 18,555 | 'Michigan Farmer 24.7 18976 39.0 29,936 16,619 26,17 
| *Florida Growers Mag. 5.4 3691 11.4 7,786 3,691 7,786 | 'Missouri Ruralist 14.1 10.716 21.3 16,157 9,703 14,5 
| *Hoosier Farmer 11.8 5,356 21.9 9,850 5,356 9,850|*Nebraska Farmer 26.5 19,313 32.7 23,811 16.755 22,0 
*Idaho Granger 6.4 6,978 7.9 7,686 6,978 7,686 Average 4 Editions. 28.2 20,399 35.0 25,457 17,533 23,2 
|} *Kentucky Farmers’ “New England Home 
| Home Journal 7.4 822 13.8 10,831 4,675 9,097 stead 2 17.72 27.8 19,485 15,169 17,1 
| *Michigan Farm News 1.6 3.409 2.4 4,893 409 4,893 | 2Ohio Farmer 27.¢ 21,19 35.7 27.385 19,783 25.7 
| *National Livestock 20Oregon Farmer 19.8 14,941 4.4 18,444 14,932 18.4 
Producer 5.3 1,897 2 2,351 3,897 2,351 | 2Pacific Rural Press 
Nation's Agriculture 5.7 2.538 5.9 2,65 2,538 2,654! Northern Edition ) 27.04 38.9 29.366 25,969 435 
*New Jersey Farm & Southern Edition 34.1 25,80 38.2 28,912 24,383 27,74 
Garden : 27.6 12,434 27.3 12,272 10,496 10,634 §Both Editions 31.4 23,743 4.7 26,226 22,669 26,299 
*Ohio Farm Kureau |}*Pennsylvania Farmer. 75.9 19,925 30.6 23,515 16,956 20,6 
News soe BQua 4,791 17.9 7,64 1,691 7,293 | 2?prairie Farmer 
Poultry Tribune | Il. & Ind Editions.. 27.4 19,908 37.9 27,588 18,431 25,8 
Eastern Edition - B28 14,079 28.1 12,01 8,218 6,773 |2Rural New Yorker 28.4 22,283 30.3 23,742 16.698 18,51 
Central Edition ‘ 25.5 10,95 20.4 8,759 7,360 6,309 | 2Wallaces’ Farmer 26.8 20,970 21.8 32,770 18,028 27,7 
Western Edition 20.8 8.904 14.7 6,294 6,450 ».172 | 2Washingeton Farmer 19.9 15.021 24.1 18.194 15,012 18,0 
Pacific Edition . 23.3 10,018 16.0 6,867 6,834 5,203 | 2Wisconsin Agriculturist 22.1 17,317 9.7 23,284 16,587 21,1 
$In all 4 Editions ‘3.3 7,334 13.2 »,670 >, 906 4,817 | —— — “ nant 
Progressive Farmer | Total Group 529.6 401,429 666.2 520,743 365,428 476,384 
Carolina-Va Edition. 26.1 19,007 44.8 25,318 17,553 24,695 Weeklies—March 
Georgia-Ala, Edition. 25.4 18,514 34.1 24,892 17,228 24,445 | tCapper’s Weekly 6.2 13,986 6.0 13,365 8,123 9,41 
Ky.-Tenn. Edition... 24.8 18,066 33.0 23,987 16,799 23,494) «*Washington Grange 
Mississippi Edition... 24.1 17,515 $3.5 24,250 16,201 23,790) News / 10.9 20.244 21 23,156 0.244 22,1 
Texas Edition . oe- 24.0 17,481 33 24,445 15,710 23,567 | 5*°Weekly Kansas City 
In all 5 Editions... 20.3 14,794 27.7 20,188 13,636 19,970 Star Missouri Edition 7.7 18,838 7.4 18,326 11,625 14,67 
$Average 5 Editions.. 24.9 18,116 33.8 24,578 16,698 23,998 | seine 
| Southern Agriculturist. 15.7 10,992 16.9 1LI1,81¢ 10,481 11,567 Total Group 4.8 O68 4.7 1.847 4,99 47,24 
Planter 19.3 13,492 23.0 16,124 12,483 14,800 Dailies—March 
Successful Farming . 45.4 20,426 50.1 22,552 19,116 21,853] *Chicago Daily Drovers 
— Journal 14.7 31,374 23.8 650,741 23,302 43,034 
Total Group ... 629.2 365,516 732.2 431,472 317,627 396,684) *Kansas City Daily ‘ 
” - ¢ oe = 69° 9 9 r 5° 3 q 
Monthlies—March PP at agg Mh ie Sea " as . 13.9 29,727 23.1 49,047 19,152 39,39 
American Fruit Grower 14.7 6,702 20 5 9 351 6 702 9,351 aon ote o y Journa ee srese 068 tani 0290 teas 
Arkansas Farmer wwe Oe 122 6.6 4,99 11 4,891 
Wyoming Stockman *St Louis Daily Live ' ae aoe ean y 
Farmer ; 4.3 tAg6 6.9 6.14 631 883 Stock Reporter 10.9 23,249 20.1 42,945 17,263 36,30 
Total Group 258 15.660 34.0 0.488 15.44 6.125 Total Group 57.3 122,248 91.5 194,901 85,478 157,884 
Semi-Monthlies—March *Figures supplied by publisher 
Dairymen'’s League $Not included in total 
News 4 1,952 $251 $5,344 'Two issues in 1942, three in 1941 
Farmer-Stockman 18.0 3,584 25.7 11,977 16,679 “Two issues both years 
Hoard’s Dairyman . 26,1 19,011 t 16,914 24,431 'Two issues in 1942, four in 1941 
Indiana Farmer's Guide 16.7 13,110) 15.6 12,415 12,095 ‘Four issues in 1942, five in 1941 
Missour! Farmer 7 Has 0 580 6,091 ‘Four issues both years. 


Farm Papers’ 
March and April 
Linage Declines 


Chicago, April 16.—April adver- 
tising volume in the monthly farm 
press totaled 365,516 lines, a loss of 
15.3 per cent from last year’s 
431,472 lines, according to an analy- 
sis of figures supplied by Publish- 
ers’ Information Bureau this week. 

Three monthlies reporting for 
March also showed a decline, their 
current total being 15,660 lines, 
against last year’s 20,488 lines, a 
loss of 23.6 per cent. Semi-month- 
lies reporting for March were off 
16.4 per cent from last year, the 


from last year’s figure of 520,743 
lines was 22.9 per cent. 

Weeklies held up well 
March, 
lines, 
March, when the total was 
lines, but dailies, with 122,248 lines 
this March compared with 194,901 
lines last March, were dow 
per cent. 


General Mills’ Radio 
_Co-Sponsor List Grows 


At least nine other advertisers 
will join with General Mills, Inc., 
,in  co-sponsorship of baseball 
broadcasts for the 1942 season 
which got under way last week. 

B. F. Goodrich Rubber Company 
which joined with General Mills 
last year in airing games on the 
West Coast, dropped from the list 
this year because of the war. Others 
who will help sponsor the games, 
from coast to coast on various sta- 
tion hook-ups, include Lever Bros. 
Company, Atlantic Refining Com- 
pany, Socony-Vacuum Oil Com- 
pany, Cities Service Company, 
Seven-Up Company, Yellow Cab 
Gas, Speery Flour Company, Lund- 
quist Lilly Clothing Company 
Wilson & Co. 
stations will carry the sports pro- 
grams. 


Baxter Heads Drive 


Major James Baxter, 
executive with A. McKim, Ltd., 
Toronto, is inspecting 
literature issued by the Toronto and 


Suburban Headquarters in connec- | 


tion with the campaign for 
additional men for 
Army in that district 


12,000 


comparative totals for the group! 


being 114,144 and 136,571 lines. | 
Among bi-weeklies, whose March 
total was 401,429 lines, the loss 


during 
registering a total of 53,068 | 
off 3.2 per cent from last | 
54,847 | 


and | 
A total of 83 radio! 


account | 


recruiting 


Manhattan Buys Time 


Manhattan Soap Company, New | 


| York, for its Sweetheart soap, is 
| taking over the radio time to be 
| relinquished on Columbia Pacific 
| Network by Bathasweet. Starting 
Tuesday, May 12, Manhattan soap | 
will sponsor three weekly news 
periods at 7:30 a. m. on Tuesday, 
Thursday and Saturday over CPN. 
Franklin Bruck Advertising Cor- 
poration is the agency. 


‘Goebel Holds Meet 


Goebel Brewing Company, De- 
troit, was host last week to more 
than 600 distributors and salesmen 
at its annual spring sales rally in 
Hotel Statler, Detroit. Charles EF. 
Carey, Goebel sales manager, out- 
/lined sales plans for the year, fol- 
lowing a 40,000,000 bottle increase 
in 1941 over 1940. Advertising 
plans were presented by Brooke, 
Smith, French & Dorrance. 


ACAIN! 


| 


A new high was established in south- 


reached: 


| DAILY 102,086 - 


east Florida when the Miami Herald's 
net paid circulation average for the 
six months ending March 31, 1942, 


SUNDAY 112,288 


That the Miami Herald has set a pace for 
all the South in circulation gains is shown 


by the following: 


Six months’ averages, Oct. 1 to Mar. 3! 


1937-38 
1938-39 
1939-40 
1940-41 
1941-42 


Miami 


DAILY 


71,755 
78,336 
89,305 
100,225 
102,086 


SUNDAY 
76,079 
81,613 
94,402 

106,956 
112,288 


Your Advertising Message in the 
Herald reaches one of 


the Nation’s Richest Markets 


the Reserve 


Che Miami Herald 


STORY, BROOKS & FINLEY — National Representatives 
GREATER MIAMI—“‘A National Market!’ 
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McNutt Drops All 
Physical Fitness 


Coordinators 


Washington, D. C., April 16.— 
The flurry over the physical fitness 
-oordinators of the Office of Civilian 
Defense, of interest to advertising 
yen primarily because J. M. Wil- 
ilem, Brunswick - Balke - Collender 
ecount executive at Stack-Goble 
Advertising Agency, Chicago, had 
been the object of considerable 
shouting since his appointment as | 
bowling coordinator, came to a sud- 
den and apparently complete end 
yesterday when Federal Security 
Administrator Paul V. McNutt 
slashed the “physical fitness’ bud- 
get to the point of extermination. 

John B. Kelly of Philadelphia, 
who had been director of the physi- 
cal fitness program, will stay on as 
assistant director, but the budget for | 
the entire program will be only 
$9,000, and all coordinators will be 


RE-DESIGNED 


| General Electric Co's merchandising bulb 


dispenser, originated two years ago by 
Ohio Boxboard Co. to boost lamp sales, 
has been revamped. This new dispenser, 


eliminated officially, although the | of a high caliper boxboard, is of sturdier 


government hopes that some will | 
continue their activities on a volun- 
tary basis. 

Mr. Willem had been the target 
of numerous attacks in legislative 
halls, among the most insistent be- 
ing those of Senator Byrd of Vir- 
ginia. While the entire physical fit- 
ness program was under fire from 
the opposition camp, Senator Byrd 
concentrated on Mr. Willem’s ap- 
pointment, and, in his latest blast 
today, asked that the advertising 
man be prosecuted for illegal use 
yf franked mail. 


Boost Use of Color 
in Kool-Aid Advertising 


Kool-Aid soft drink powders and 
bubble gum will get the benefit of 
more color advertising in national 
magazines during the remainder of 
1942, plus copy in a list of 3,700 
newspapers. 

The maker, Perkins Products 
Company, Chicago, announced in 
grocery and chain store trade pub- 
lications that its all-season drive 
will include color advertising in 12 
national magazines, black - and - 
white copy in nine national maga- 
zines, and full-page four-color ad- 
vertising in eight comic magazines. 
Mason Warner Company handles 
the account. 


Sundberg to WPB; 
Mulroy His Successor 


Carl Sundberg, who has _ been 
promotion manager of the Chicago 
Sun since the paper’s inception, and 


was previously research director of | 


the Branham Company, has _ re- 
signed from the Sun to take an 
executive post with the War Pro- 
duction Board. 


James W. Mulroy, who has been | 


handling special assignments in the 
Sun’s promotion department, will 
take over the post of promotion 
manager, 


MODERNIZE 
"A sign in time saves nine” — 
(o-nine out of ten soles! a 


MULTI PRODUCTS, INC. 


1912 S. Western Ave., Chicago 


construction and is printed in two colors 
and varnished. The same manufacturer 
produced it. 


Gas Utilities Tie 


Up with National 


Nutrition Drive 


New York, April 16.—National 
and local advertising of the gas 
utilities, which has hitherto empha- 
sized the advantages of gas and gas 
appliances, will focus on the Na- 
tional Nutrition Program during 
May and June. 

Full color pages in the May 4 
Life and May Better Homes and 
Gardens, Good Housekeeping, 
Ladies’ Home Journal and Woman's 
Home Companion suggest methods 
for planning meals of maximum 
nutritional value. Both the national 
magazine copy and suggested ad- 
vertisements for local gas compa- 
nies emphasize a triple economy 
| theme, “How to Save Food, Vita- 
mins, and Fuel.” 


in June in Better Homes and Gar- 
|dens, Ladies’ Home Journal and 
| Life will feature specific vegetable 
| diets in “Victory Cooking.” 

The American Gas 
which coordinates 
financed by 700 gas 
panies, reports 
have already 


the drive 
utility com- 
that local utilities 
ordered more than 


1,700 mats of suggested local news- | 


paper tie-in advertisements, which 
largely follow the Federal Security 
Administration nutrition rules re- 
ported in ADVERTISING AGE April 13. 
The AGA program is now com- 
/pleting its sixth year. McCann- 
Erickson, Inc., is the agency. 
| 


WMAQ Celebrates 


20th Anniversary 


| Station WMAQ, Chicago NBC 
| outlet, celebrated its 20th anniver- 


| sary Monday, April 13, with a spe-| 
cial half-hour program on the Red | 


network which featured several 
stars who got their start on the 
Chicago station when it was owned 


and operated by the Chicago Daily | 


News. 

Featured on the program were 
Judith Waller, educational director 
for the central division of NBC, and 
Wm. Hedges, NBC vice-president, 
both of whom were original mem- 
bers of the WMAQ staff. Amos ’n’ 
Andy and Fibber McGee and Molly, 
both of whom were early perform- 
ers over the station, were picked 
up from Hollywood, and Vic and 
Sade, another early bird on WMAQ, 
chimed in from Chicago. A remote 
hookup with London featured Wil- 
liam Stoneman, Chicago Daily 
News London correspondent, and 
Robert St. John, NBC London re- 
porter. The Dinning Sisters com- 
pleted the entertainment program. 


Advances Edward Swem 


Edward Swem, for the past two 
years managing editor of National 
Provisioner, Chicago, has _ been 
|named editor of the publication. 
He succeeds J. B. Gray, resigned. 


2 J. J, GIBBONS LIMITED - 


GIBBONS KNOWS CANADA | 


ADVERTISING AGENTS ! 


Followup national magazine copy 


Association, | 


FRANKLYN W. WOOD, JR. 
Chicago, April 14.—Franklyn W. 


| Wood, Jr., 47, for 15 years a mem-| 
ber of the Western sales staff of | 


| Collier’s, died today after a brief 
illness. Mr. Wood, who was af 
artillery officer during the last war, 


and Western Advertisers Golf As- 
|sociation. His widow and _ three 
sons survive. 


Cc. L. LINKENBACH 
Sandusky, O., April 14.—Charles 
|L. Linkenbach, Sr., 64, advertising 


|manager of Sandusky Newspapers, | 


| Inc., publisher of the Register-Star- 
| News, died here. Mr. Linkenbach 
became associated with the Register 
|organization when he was 14 and 
\for about 40 years had been en- 
| gaged in advertising work. 


W. R. MASSENGALE 

Atlanta, April 14.—W. R. Massen- 
| gale, vice-president of the Harvey- 
|Massengale Advertising Agency, 
| died at his home here April 8. 


THOMAS R. SMITH 

| New York, April 14.—Thomas R. 
Smith, 61, editor and publisher of 
Liveright Publishing Company, 
died here April 11. He was formerly 
managing editor of Century maga- 
zine. 


was a member of the Agate Club) 


Coming 
Conventions 


April 21-23. American News- 
paper Publishers Association, Wal- 
dorf-Astoria Hotel, New York. 

May 1-2. Mid-Continent Sales 
and Advertising Conference, Chi- 
cago Federated Advertising Club, 
Hotel Sherman, Chicago. 

May 7-9. Spring meeting, Associ- 
ated Business Papers, Seaview | 
Country Club, Absecon, N. J. 

May 11-14. 


National Association 


of Broadcasters, Hotel Statler, 
| Cleveland, O. 
May 12-15. Lithographers Na- | 


tional Association, Edgewater Beach 
Hotel, Chicago. 

May 16. Annual conference, In- 
ternational Affiliation of Sales and 
Advertising Clubs, General Brock 
Hotel, Niagara Falls, Ont. 

June 14-18. Annual convention 
of National Association of Retail 
Grocers, Fairmont Hotel, San Fran- 
cisco. 


June 15-17. Newspaper Advertis- 
ing Executives Association, Co- 
lumbus, O. 


June 21-25. Advertising Federa-| 


|} ing accounts: 


tion of America, annual convention, 
Hotel Commodore, New York. 


June 21-25. Annual convention, 
Pacific Advertising Association, 
Paradise Inn, Rainier National Park, 
Wash. 

Sept. 28-29. Southern Newspaper 
Publishers Association, The Arling- 
ton, Hot Springs, Ark. 


To S. Duane Lyon 

S. Duane Lyon, New York, has 
been appointed to direct the follow- 
Peconic Lodge, Long 
Island, N. Y.; Swedenborg Founda- 
tion, Spanish Institute of the Amer- 
icas, and Nu-Art Films, New York; 
Wm. Dunnigan & Son and Harry M. 
Lewis, Brooklyn, N. Y. 


WHAT’S GOING ON? 


@ Manufacturers and their advertising 
agencies are using this inexpensive 
clipping service for collecting editorial 
publicity, for making research and 
market studies, for maintaining com- 


petitive advertising files and for de- 


veloping sales prospects on certain 
types of products and services. 


Write for Booklet No. 20. 


BACON'S CLIPPING BUREAU 
La Salle-Wacker Bidg. Chicago, Il, 


BUSINESS PAPERS ¢ FARM PAPERS 
GENERAL MAGAZINES 
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Launch New Drive 
for Treet Blades 


Disproving rumors of a_ possible 
razor blade shortage, Treet Safety 
Razor Corporation launched a 26- 
week campaign last week for its 
Treet single-edge blades. Inser- 
tions in 140 newspapers covering 
markets east of the Mississippi and 
in Texas will appear about three 
times weekly. 

Humorous cartoons will illustrate 
copy in which the central theme of 
“Maybe you’re missing something” 
will be highlighted. Federal Ad- 
vertising Agency directs the ac- 
count. 


Paper-Packaged Dog 
Food Brought Out 


National Brands Sales Corpora- 
tion, Chicago, food distributor, is 
replacing its Hector dog _ food, 
canned product, with Hector dog 
meal, a new product packaged in 
two and five-pound heavy paper 
sacks. 

The meal is prepared by simply 
mixing with water and is said to 
offer a complete ration composed of 
22 ingredients. 


F Where But 


WSYR 


SYRACUSE 


East's est farm 
| qutience? 


THE SPIRIT OF 


y, ; PREVAILS AT 


NATIONAL PARK*ARKANSAS 


Vacation at Hot Springs! Op- 
portunities afforded by this 
Government owned and su- 
pervised spa for invigorat- 
ing exercise, rejuvenating 
thermal baths, rest and 
pleasure, have given thou- 
sands release from daily 
drudgery and care, as well 
as from pain and illness, 
opening the way to a new 
life, new health and more 
happiness. 


At the Majestic, beautifully 
furnished 2, 3 & 4 room 
apartments and single 
rooms, with or without bath. 
Government supervised 
bath house in the hotel. 
Room rates from $2.00. Pic- 
nics and chicken fries are 
gala events at the Majestic 
lodge on Lake Hamilton and 
adjoining Lake Catherine. 
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MAJESTIC 


APARTMENTS AND BATHS 
C EMMETT KARSTON, Meno 
i Guly Manne. Sent 


Watkins and Bayer 
Shift Three of 
Their Radio Shows 


New York, April 15.—Rearrang- 
ing three of its network programs 
again, R. L. Watkins Company and 
Bayer Company will replace “Or- 
phans of Divorce” on the Blue Net- 
work with “Second Husband,” 
starring Helen Menken, effective 
April 20. Now heard on CBS as a 
half-hour program, “Second Hus- 
band,” will be converted into a 
five-day, quarter-hour serial and 
aired from 11 to 11:15 a. m., EWT, 
daily, with a repeat broadcast at 
1:15 p. m., EWT, over the complete 
Blue network of 115 stations. 

Watkins will sponsor the program 
Mondays and Tuesdays for Dr. 
Lyons toothpowder, and Bayer for 
Bayer aspirin on Wednesdays, 
Thursdays and Fridays. Blackett- 
Sample-Hummert is the agency. 

On CBS Bayer will replace “Sec- 
ond Husband” with “American 
Melody Hour,” which was formerly 
heard on the NBC-Red. With a 
cast headed by Vivian della Chiesa 
and Conrad Thibault, “American 
Melody Hour” will be aired for 
Bayer aspirin starting April 21 over 
the same CBS stations as the “Sec- 
ond Husband” program it replaces 
and at the same time, Tuesdays 
from 7:30 to 8 p. m., EWT. Black- 
ett-Sample-Hummert is the agency. 


Hecker Renews Show 


Hecker Products Corporation has 
renewed “Moylan Sisters” for an- 
other 13 weeks effective May 17. 
The singers are aired Sundays from 
5 to 5:15 p. m., EWT, over 15 Blue 
Network stations for H-O Quick 
and Old-Fashioned oats. Clements 
Company, Philadelphia, is the 
agency. 


Reynolds Show Continues 


R. J. Reynolds Tobacco Company 
has renewed “How’m I _ Doin’,” 
starring Bob Hawk, for Camel 
cigarets and Prince Albert smoking 
tobacco, effective May 1. The 
comedy quiz program is heard over 


99 CBS stations on Fridays from 
7:30 to 8 p. m., EWT, with a re- 
broadcast at 10:30 p. m. William 


Esty & Co. is the agency. 
Signs for Newscasts 
Whitehall Pharmacal 


will launch a series of 
over 90 Mutual 


Company 
newscasts 
network stations 
starting April 20. The five-minute 
programs will be aired Mondays, 
Wednesdays and Fridays from 1:30 
to 1:35 p. m., EWT, for Aspertane. 
Blackett-Sample-Hummert is the 
agency. 


“Rocky Mountain News” 
Goes to Tabloid Size 


The Rocky Mountain News, Den- 
ver, reduced its format to tabloid 
size with the April 13 issue and its 
Sunday edition hereafter wil] in- 
clude the magazine supplement, 
Parade. 

The same price, 3 cents daily and 
5 cents Sunday, will be maintained 
by the daily, according to Jack R 
Howard, assistant executive editor 
of Scripps- Howard Newspapers. 
The company’s only other tabloid, 
the Washington Daily News, was 
inaugurated in 1921. The Rocky 
Mountain News was established in 
1892. Modernization plans for the 
Denver paper, said Mr. Howard. 
call for the greater use of pictures 
and 16 full color comic pages 


Gauss Heads Prmotion 
for “Business Week” 


E. Wood Gauss, formerly promo- 
tion manager of The American 
Magazine, has been named promo- 
tion manager of Business Week. 

Shelton Fisher, who held the 
Business Week post, has reported to 
the Navy for active duty and will 
serve as a lieutenant, junior grade. 
in the Bureau of Aeronautics 


Chewning to OEM 

David Chewning, 
Robert E. Martin, Inc., Atlanta 
agency, has joined the Atlanta 
branch of the Office of Emergency 
Management. 


formerly with 


Drastic Shellac | 


Order Hits Disc 
Making Industry 


(Continued from Page 1) 


| 
the order, for they had long since 
switched to 
plastic, produced by Union Carbide 
and Carbon Company, which is too 
expensive for mass-produced con- 
sumer recordings and is not avail- 
able in sufficient quantities. 

Not yet prepared to orient their 
advertising plans, which had been 
based on an estimated 20 to 25 per 
cent curtailment of the use of shel- 
lac, rather than 70 per cent, the 
major manufacturers all indicated 
that every effort possible would be 
made to preserve their retail out- 
| lets. 

Largest volume of record mar- 
keting has been centered in radio 
and phonograph shops and depart- 
ment store sections, despite the 
inroads of syndicate stores in the 
last three or four years. 

The music distributors have 
already been hard hit by “stop pro- 
duction” orders on such consumer 
goods as. refrigerators, washing 
machines, radios and phonographs, 
and many had counted on phono- 
graph recordings as “life 
during the war period. 


savers” 


To Lose Reserves 


All of the recording companies 
had built up large shellac reserves 
in anticipation of a curtailment in 
imports, and will be required to 
turn over their excess inventories 
to the government. 

Ironical is the fact that Columbia 
Recording Corporation, Bridgeport, 
will have to base its 1942 produc- 
tion on 1941 figures. During 1941 
the company developed and used 
for nearly half the year a “lami- 
nation” process to conserve shellac. 
If other pressers follow the same 
process, Columbia will be hit rela- 
tively hard by the order, despite the 


earlier conservation move. The 
shellac order may reverse com- 
pletely the recording companies’ 


trend in recent years toward lower 
retail prices and wider distribution 
through syndicate stores and other 
non-music outlets. 

Columbia, according to plans pre- 
pared before the actual promulga- 
tion of the WPB order, will prob- 
ably concentrate its promotional 
effort on the higher-priced records, 
to maintain dollar volume as high 
as possible. This will mean a strong 
emphasis on classical _ libraries, 
albums, and “Red label” lines, 
rather than on the 35-cent brands 
merchandised heavily in chain 
stores. 


RCA-Victor Uncertain 


RCA-Victor declined to discuss 
the order without further consider- 
ation. Recent RCA-Victor experi- 
ments in salvaging old records to 
recover shellac have been relatively 
unsuccessful. 

The salvage campaigns included 
no advertising, depended largely on 
publicity and promotion by _ indi- 
vidual dealers in which Boy Scout 


troops and other service groups 
were offered free phonograph rec- 
ord players for collecting old rec- 


ords. Dealers in the test territories 
did not undertake the promotions 
with great enthusiasm. On _ the 
other hand, RCA-Victor people feel, 
all dealers will probably get behind 
efforts 
that the very 


salvage when they realize 
life of their business 
depends upon recovering. shellac 
from old records. RCA-Victor ad- 
vertising plans will not be reformu- 
lated until production problems are 
licked. 

Decca officials 
the order in 


refused to discuss 


any way 


Ragona to Dowling 


Arthur Ragona, formerly presi- 
dent of D’Aragon Advertising 
Agency, New York, has resigned to 
become vice-president and general 
manager in charge of sales for 
Dowling Brothers Distilling Com- 
pany, Burgin, Ky. Mr. Ragona’s 
headquarters will be in the Carew 
Tower, Cincinnati 
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The rates for this department are as follows: 


“Help Wanted,” 
“Representatives Available,” 
cash with order. 


“Positions Wanted,” 
30 cents a line, minimum charge $1. 


“Representatives Wanted,” and 


Terins 


All other classifications (single insertion rates): % in., $2.75; 1 to 3 ii, 


$4.75 per inch. 


HELP WANTED 
SECRITARY WwHo 
WRITE, Opportunity to learn busi- 
ness paper writing and advertising 
as secretary to New York editor. Re- 
cent Journalism graduate, weekly 
newspaper reporter, or agency secre- 
tary pref. Start at $25. 

Box 3671, ADVERTISING AGE, N.Y. C. 


YEARNS TO) 


HELP WANTED 
Advertising Manager-Editor. 
Will offer good 
percentage and 
sell out-right 
Maryland 
service, 


advertising 
half of 
Largest 
Owner in 


man 

profit. Ww 
weekly 
Lovernime 


sox 3672, 
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NO-DOZ TRIES POSTERS 

San Francisco, April 16.—Panel 
posters directed to defense workers 
in the San Francisco area were 
being tested this week by NoDoz 
Awakeners Company, producer of 
sleep-fighting tablets, in connection 
with plans to expand its 1942 ad- 
vertising. 

NoDoz is to launch a new con- 
sumer magazine campaign with the 
April 27 issue of Time, in addition 
to its regular schedule which in- 
cludes Life as well as Drug Topics 
and other trade publications. Copy 
for both the current magazine and 
the test poster advertising is key- 
noted by the phrases, “How to Keep 
Awake on the Graveyard Shift... 
on the Production Line... on an 
Important Job.” 

The company will spend this year 
more than double the amount for 
any previous year, with advertising 
to increase throughout the remain- 
der of 1942. Sidney Garfinkel Ad- 
vertising Agency, San Francisco, 
directs the account. 


PROMOTES STAMPS 

St. Louis, April 15.—To test the 
results of calling more direct atten- 
tion to the Eagle stamps it offers 
with Martha Washington coffee, the 
James H. Forbes Tea & Coffee Com- 
pany currently is using small-space 
newspaper advertisements featur- 
ing the coupons. 

The stamp, whose cash value is 
2 mills, is illustrated in 85-line copy 
with the headline, “Get Eagle 
stamps with Forbes Martha Wash- 
ington coffee.” In smaller type, 
the company announces that the 
product is now packed in a special 
cellophane bag “that saves tin—vyet 
seals in delicious flavor.’ Forbes 
has used a similar kind of package 
for its locally-roasted coffee for 
some time and up until the present 
has given no special promotion to 
the coupons although this premium 
has long been employed 


“Post” Appears 


The first issue of the Atlanta 
Evening Post, new daily, appeared 
April 7, ten days before the sched- 
uled date for its first issue. 


Sees Future for Women 
in Advertising Field 

In a recent statement, Elizab: 
Wilson, president of the Phi 
delphia Club of Advertising Women, 
predicted that the war will open 
many more executive positions in 
advertising to women. With admen 
joining the armed forces in increas- 
ing numbers, she said, business cin 
be expected to call more and more 
upon the women’s talents. Asserting 
that’ the “first World War opened 
the door for us,” she foresees “jobs 
in many divisions of advertising 
where the special abilities of wo- 
men eminently qualify them to 
serve.” 


i 


Takes Over Promotion 


E. A. Johnson, sales manager, 
Harrington & Richardson Arms 
Company, Worcester, Mass., has 
taken over the duties previous!) 
handled by H. B. Carter, advertis- 
ing director, who is no longer wit! 
the company. 
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p [CONNECTICUT'S PIONEER BROADCASTER 


ADCASTERS 


The list of leading ad- 
ers on WDRC—all 


asters— 


vertis 

i dc 
experienced 4 . : 
reads like the Whe's 
Who" of broadcasting: 
They all know this sim- 


ple rule: to sell Con- 
necticut’s 'st Market, 
get WDRC's. winning 


combination of cover- 


age, programs and rate. 


Basic CBS, Hartford. 
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Promotion Lags in 
South Bend Test 
of Nutrition Drive 


(Continued from Page 2) 


rd Baking Company's South 
nd branch. Spot announcement 
e is crammed on the station, and 
\WSBT’s sales staff is not concen- 
ting on selling spot schedules. 
fF.» this reason, possibly, local busi- 
ness showed virtually no rise dur- 
the nutrition promotion week. 


Stress Educational Aspect 


From a program standpoint, how- 
WSBT is swamped with nu- 


e r, 


° | 
tritional educational programs. Last 


the station contributed spot 
announcements plugging the nutri- 
, drive, and this week has 


week 


t 
U1¢ 


public forum discussions, lectures 
by doctors or government nutri- 
tionists, or to school-nutrition tie- 
Uy The nutrition drive unfortu- 


nately comes at a time when the 
United China Relief Fund program 
is in full swing, and since Stude- 
baker Corporation’s president, Paul 


G. Hoffman, is king-pin of the 
UCRF campaign, the station finds 
itself in the middle of extensive 
gratis promotion. A good example 
of the programs which WSBT is 
airing this week can be found in 
the program of the St. Joseph 
County Dental Association, which 
broadeasts a weekly health discus- 
sion called “Be True to Your 
Teeth,” which this week will be 


devoted to nutrition aspects. 
Window displays are being ex- 
tensively used in South Bend to 
publicize the drive. Many of the 
windows feature nationally adver- 
tised products, and constitute brand 
promotion. Many of the displays 
were set up by advertisers who 
moved in quickly, and ADVERTISING 
AGE was told that the committee in 
charge had expressed chagrin at the 
brand promotion evident in the 
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NUTRITIONAL TEST PROGRAM GIVEN VARIED SUPPORT 


It ls Your Patriotic Duty 


A message from Mayor Pavey to the 
citizens of South Bend 


drive for better nutrition. Advertisers 
dealers, Kankakee Valley 


The Value of 


MEAT 
| Y the Balanced Diet 
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The mayor of South Bend, Jesse Pavey, (in space contributed by the South Bend Tribune) adds his support to the city's test 


supporting the week-long campaign, among others, included utilities, appliance 
Foods, Inc., American Meat Institute and Pillsbury Flour Mills Co. 


windows, feeling that the “commer- 
cialization” was regrettable. 

For media eyeing the expansion 
of the government nutrition pro- 
gram as a possible source of new 
business, it might be well to note 
that South Bend—while it fills the 
government’s test city requirements 
of a defense industry city without 
a metropolitan population (101,000 
in 1940)—is perhaps not an ideal 
sample from a_ promotion = stand- 
point. The Tribune the town’s 
only newspaper, and WSBT has a 
radio monopoly. In other circum- 
stances, competition might have 
forced WSBT or its competitor to 
develop nutrition business in the 
form of locally-sponsored spot an- 


1S 


nutrition drive started, Ward has 
doubled its advertising. 

Due to Mr. Hans, Ward probably 
had the cleverest of the promotional 
stunts visible on South Bend streets, 
a nine-pony team pulling a Ward 
bread wagon loaded with Tip-Top 
bread and featuring an overhead 
hanger plugging the _ nutritional 
angle. He thinks that the pony 
wagon is a big event for children, 
and that the enriched bread angle 
will also be directed largely to chil- 
dren. 


Speaking of the nutrition drive 
generally, Mr. Hans reported that 
the New York headquarters of 


Ward Baking Company is watching 
the South Bend effort with greatest 


nouncements. Again, the load of interest. He files nightly reports to 
educational publicity might have New York, detailing the sales re- 
been lightened by other outlets. sults and general progress of the 
The Tribune's actual count on drive. In_ discussing the South 
new nutrition promotion is as fol- Bend situation, Mr. Hans pointed 
lows: out that the city is probably unique 
Lines in having virtually no small local 
Pillsbury Flour Mills Co. 2,464 bakeries. In addition to the com- 
tussell Miller Milling Co 2,856 | petition offered by A & P and Kro- 
| Ward Baking Co. 2.380 | ger stores, six large bakeries com- 
yeneral Electric Co. 616 | pete in the South Bend market, a 
Paul's Bread 1,330 | large number of suppliers for a city 
Town Crier Flour 112} of 100,000. 
| Shredded Wheat (NBC) 2,400 Another baker, Paul's Kreamo 
A small packer. 56 | Bread Company, large South Bend 
independent, reported that it con- 
Total Ter hee 12,214 siders the nutrition drive “a fine 
The Tribune's local department | thing.” William E. Busse, Jr., presi- 
|figures that “extra local” business! dent, told ApVERTISING AGE that the 


|}amounted to 2,824 lines. The paper’s 
representatives believe more busi- 
ness will come in in the next two 
weeks, advertisers take advan- 
tage of the nutrition test. 

Standard Brands’ motion picture, 


as 


'“Modern Miracle,” is running as a| 
| special matinee at the Colfax thea- 


ter, following the regular matinee. 
The picture deals with the discov- 
ery and isolation of Vitamin B.. 
Vitamins, incidentally, seem to have 
caught a good ride on the nutri- 
tion promotion. Advertising for 
Lever Bros.’ Vimms was to have 
begun in the Tribune last week, 
was delayed a week, and broke in 
time to run with the nutritional 
copy. South Bend drug stores re- 
port good sales on Vimms. Since 
the nutrition promotion began, one 
drug store says, it has had increas- 
ing calls for wheat germ cereal, one 
of the elements which is now being 
returned to enriched flour. 


Bakers Temper Enthusiasm 


Reasonably, owing to the preemi- 
nent position of enriched bread in 
the nutrition test, one might expect 
to find the South Bend bakers 
enthusiastic. They are—with quali- 
fications. “So far,” Theodore C. 
Hans, manager of Ward Baking 
Company’s outlet, told ADVERTISING 
AGE, “I can't say that it (the nutri- 
tion effort) has helped us much.” 
He added, however, that the 
amount of publicity poured out on 
behalf of enriched bread could not 
help but cause a rise in sales. On 
Jan. 13 Ward began promotion of 
enriched Tip-Top bread in South 
Bend, using newspaper copy rang- 
ing from three-quarters to one- 
eighth page size once or twice a 
week, and 17 spot announcements 
a week over WSBT. Since the 


drive will definitely help sales, that 
Paul's has showed a slight sales in- 
crease since the nutrition crusade 
began, and that the most important 
| part of the nutrition promotion was 
|}that “it would put bread back into 
its proper place in the diet after 
years of having been pushed around 
by food faddists.” 


Outdoor Plays Minor Role 


General Outdoor Advertising’s 
South Bend branch indicated that 
so far outdoor has played little or 
no part in the drive. H. H. Dar- 
/nell of GOA’s sales staff said that 
he had been told by Ada A. Hillier 


(head of home economics in the 
South Bend schools and nominal 
chief of the nutrition drive) that 


the committee “wasn’t interested in 
private brands.” Mr. Darnell felt, 
too, that the test week was hardly 
suitable for promotion by outdoor 
In the future, he feels, when the 
nutrition effort expands and private 
brands are brought more and more 
into the picture, outdoor will play 
a more dominant role. 

The attitude of the public toward 
the nutrition effort, and therefore 
|}toward the advertising promotion 
being coordinated with it, remained 
a puzzle to most advertising men 
interviewed. They were inclined to 
be pessimistic, and think that the 
public in general is pretty apathetic 
toward the nutrition drive. One 
disinterested agency man, com- 
menting on the public attitude, said 
that he believed the public had 
been exposed to so many posters 
by the Red Cross, the OEM and other 
war agencies, that a_ resistance 
has been built up to such pro- 
motions. He criticized the promo- 
tion as being good but not purse- 
opening and said that although the 


movement might grow later, it 
would be up to advertisers to put 
the “punch” in it. Speaking of the 
management of the drive in South 
Bend, he termed it “very disorgan- 
ized,” and said that if the govern- 
ment didn’t support the nutrition 
movement with sizable funds, then 
it would blow itself out, unless 
of course—national advertisers take 
it over for promotion 


FEW FAMILIES INCLUDE ALL 
VITAL FOODS, REPORT 


Washington, D. C., April 16.—Pre- 
liminary reports on a nutrition poll 
taken by Crossley, Inc., for the 


Office of Defense Health and Wel- 
fare Services in the test city of South 


Bend, Ind., show that few city 
families include all foods necessary 
for health and strength in. their 
daily diet. Another cross - section 


survey will follow completion of the 


city-wide nutrition drive this week 


Although a small percentage of 
families interviewed eat all foods 
included in the national nutrition 


food rules daily, seven of the eight 


groups of products are represented 
in the daily diet of one-third of the 
families and six of the eight in that 
of another third. 

Other findings include the follow- 
ing: children fare better nutrition- 
ally than adults; enriched bread and 
flour are gaining public recognition 
in South Bend but their value is 
not yet fully appreciated; eating 
preferences fail significantly to tally 
with the nutrition rules, and house- 
wives generally fail to recognize 
the nutritional importance of cer- 
tain vegetables but regular use of 
citrus fruits of comparable value is 
encouraging. Crossley findings on 


enriched bread and flour are par- 
ticularly interesting in view of 
large-scale promotional efforts to 


put them across. About 75 per cent 
of those interviewed had heard of 
enriched bread, and slightly more 
than half remembered having pur- 
chased it. About seven out of ten 
housewives had enriched flour in 
the pantry, and six out of ten knew 
that enriched varieties are the same 
white color as regular types. 


Lane, New York, N. Y. 
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MORE NEWS on WCAE 


than any other Pittsburgh station 


39% MORE NEWS THAN #2 STATION 
82% MORE NEWS THAN #3 STATION 
84% MORE NEWS THAN #4 STATION 
87% MORE NEWS THAN #5 STATION 


And more time devoted to nationally 
famous network commentators than all 


other Pittsburgh stations combined. 


5000 WATTS 
1250 K. C, 


MUTUAL 


THE KATZ AGENCY 


NEW YORK—CHICAGO—DETROIT—ATLANTA 
KANSAS CITY —DALLAS—SAN FRANCISCO 


BROADCASTING SYSTEM 
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Editorial Freedom 
Holds Spotlight 


at Curtis Meet 


(Continued from Page 1) 
are written in sin- 
cerity.” 

Discussing the matter of editorial 
policy and the resignation of Mr. 
Stout, Mr. Fuller asserted that the 
assumption that Mr. Stout’s resig- 
nation was caused solely by disap- 
proval of the company of some of 
the editorial policies he had ex- 
pressed is “by no means correct.” 
“It is and always has been,” Mr. 
Fuller said, “the purpose of your 
directors to permit full freedom on 
the part of the editors of the com- 
pany’s magazines, and your direc- 
tors will continue to follow that 
road because in the long run that 
is the way in which the stockhold- 
ers’ 

Citing the diverse editorial stands 
of the company’s three leading 
papers, Mr. Fuller asserted that 
Curtis is not “isolationist” and con- 
tinued: 

“One of the news magazines re- 
cently intimated, utterly without 
authority or accuracy, that the re- 
tirement of Mr. Stout meant the 
rise in authority of the business 
over the editorial branch 
company. . No policy upon our 
part would so quickly 
whole volume of advertising or in 


the deepest 


This false rumor also complicated| sales of the paper for January (at 
the recruiting of our augmented | the 10-cent price) were 4,285,000 | 
Post staff. The new men we needed copies, and that sale of the Febru- | 
would not come with us until they ary issue (at the new 15-cent price) 
had a clear understanding that | now appears to be approximately 
there had never been the slightest | 4,225,000. “Preliminary figures for 
thought of business office interfer-| the March issue indicate that the | 
ence with editorial freedom.” sale of the Journal may be slightly | 
'less for that month,” he said, but 

Refuses Interrogation “these figures seem to indicate that 
Mr. Fuller refused to present the| we are retaining a much larger 


Curtis editors for interrogation by total sale than had been expected.” | 
stockholders at the request of 


James Fuller of Hartford, another | . " 
minority stockholder. Mr. Fuller, Localized Copy Marks 
who had twice in previous meetings William Penn Advertising 
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""SATEVEPOST" RE-STATES ITS POSITION 


The Saturday Evening Post 
reaffirms a policy 


| The following editorial, written by Ben Hibbs, the new 
editor of the Saturday Evening Post, will appear in the 
May 16 issue of the Post, which is now on the press. 


interests will be best served.” | 


proposed that the company accept 
liquor advertising, did not again 
raise this question, although he| 
criticized as “inconsistent” the men- 
tion of a recipe “for rum flavored 
cake” in a Ladies’ Home Journal | 
advertisement for Baker’s choco-| 
late. 

The president of the company 
reaffirmed his previous position that 
acceptance of liquor advertising 
would prove of no benefit, and 
might actually result in a loss of 
revenue. 

Reviewing the situation with ref- 
erence to the business outlook, Mr. 
Fuller reiterated the statement 
made in his annual 
while no long-term forecasts could 
be made, there is less available 
advertising in wartime “and this, 
situation will probably continue | 
until the war is over,” necessitat- | 
ing a closer relation between news- | 


| stand and subscription prices and | cupiiainiaiiaimianiiiaaiaai 
the cost of producing the company’s Adds Fur Account 


of our} 


ruin our) 


magazines. 
Reporting on the increase in the 
newsstand price of the 


| Wilkes-Barre, Pa. 


“4 1 Kulber 
report that! gpitts Carl Kulberg 


With copy localized to each mar- 
ket, Gooderham & Worts, Ltd., has 
extended a campaign on behalf of | 
its William Penn blended whisky to| 
Philadelphia, Boston and Detroit. 

Thirty-nine advertisements are 
included in the series, leading off 
with three 1,200-line ads and fol- 
lowing up with 420-line copy for 
the remainder. Illustrations and 
copy both localize the promotion to 
the particular city and state in 
which each series is run. The ads 
originally ran in Scranton and 
The company is 
using two newspapers in each of 
the three metropolitan’ centers. 
Maxon, Inc., Detroit, is the agency. 


Carl Kulberg, who formerly rep- 
resented Woman’s Home Com- 
panion in the Detroit office of 
Crowell-Collier Publishing Com- 
pany, has been transferred to San 
Francisco. 


Richland Furs, Blissfield, Mich., | 
has appointed Whipple & Black As- 


Ladies’ | sociates, Detroit, to direct its ac- 


fact destroy our whole company.! Home Journal, Mr. Fuller said net} count. 


he MARKET DATA BOOK' 


CONSUMER MARKETS EDITION 


BUSINESS PUBLICATIONS EDITION 


This unusual ad- 
vertisement, de- 
siqned to clear 
the air following 
widespread crit- 
icism of an ar- 
ticle in the 
March 28 issue 
of The Saturday 
Evening Post, ap- 
peared last week 
in 12 newspapers 
in Philadelphia, 
Washington, New 


York, Chicago, 
Boston, San Fran- 
cisco and Los 


Angeles. The edi- 
torial itself will 
appear in the 
May 16 issue of 
the Post. and was 
repeated to 
stockholders ina 
special bulletin 
issued April 15. 


| 


In our issue of March 28 appeared an ar- 
ticle titled “The Case Against the Jew” by 
Milton Mayer. It was the third of a series 
of three articles dealing with the place of the 
Jewish people in American life. The other 
two were written by Jerome Frank and 
Waldo Frank. Al! three of the authors are 
Jewish. 

It was the hope of the former editor of the 
Post, who purchased the articles and placed 
them in the magazine several weeks before 
the change of editorship, that the three would 
be considered as a whole—that they would 
afford an intelligent basis for the discussion 
of a question which, through the malice and 
stupidity of Axis leaders, has caused untold 
grief in many parts of the world. The former 
editor of the Post believed that a frank airing 
of the whole question would serve to clear 
the atmosphere in this country and perhaps 
help prevent anti-semitism from gaining « 
foothold here. 

Unhappily the third of the articles—Mr. 
Mayer's discussion—has been widely misun- 
derstood. Mr. Mayer and the former editor 
of the Post looked upon it as a plea, directed 
at any Jewish people who may have strayed 
from the fold, to return to the faith of their 
fathers. That a good many Jews placed this 
interpretation on the article is amply demon- 
strated by approving letters which we have 
had from them. On the other hand, during 
the three weeks which have elapsed between 
the appearance of the Mayer article and the 
writing of this editorial, we have received 
several thousand letters from people—both 
Jews and gentiles—who sincerely believe the 
article was intended as an attack on the Jew- 
ish people 

Naturally we deeply regret this misunder- 
standing. The Post never has been, is not 
now and never will be anti-semitic in belief 


| 
| Oofexpression. It is not anti any group. We 


have always been as quick to publish materia! 
setting forth a noteworthy accomplishmert 
of Jews as of gentiles. We have done so be- 
cause we have always believed that a good 
American is a good American regardless of 
race or creed. That thts is still our policy 
will be demonstrated during the months to 
come by material some of which is already in 
the process of being written. 


This editorial is being published not only 
to clear away a misunderstanding, but be- 
cause the new editor of the Post feels so deep 
ly, 80 completely, that the only rea! cause in 
these anxious war days is the cause of 
‘America—the cause of freedom. We Ameri- 
cans are a cohesive people who get along with 
one another in peace and brotherhood. We 
are of many races; we came to these beloved 
shores from a hundred lands across the sea; 
and yet by some blessed aichemy we have al! 
become Americans. For many years the Post 
has been, in a very real sense, the spokesman 
for the glories and the traditions of America 
for the noble principles upon which this 
country was founded. It will continue to be 
just that—in these grim war years and after- 
wards—for, to the new editor's way of think- 
ing, there is nothing in this stricken world 
even half so important as mankind's yearn- 
ing for freedom and for brotherhood. 

That one misunderstood article in the Post 
could have caused so much anxiety in the 
minds of its readers is a matter of very rea! 
sorrow to the new editor. He regrets, above 
all, that some hurt may have been done to 
America at a time when national unity is 
needed as it never was needed before. He 
asks all Post readers to believe that these 
words are written in the deepest sincerity 


The Saturday Evening Post 


* 


* 


Extend Ad Law on DCB Urges Ban 


Alcohol Content 
of U.S. Wines 


Washington, D. C., April 15.— 
Congressional action was completed 
this week on a bill amending the 
Federal Alcohol Administration 
Act so as to prohibit the advertis- 
ing of the alcoholic content of sweet 
wines in radio, newspapers, maga- 


zines, outdoor or other graphic 
media. The measure merely makes 


applicable to wines in the 14-20 per 
cent alcohol class the same restric- 
tions already applying to wines 
under 14 per cent. 

The bill does not affect wine 
labeling requirements. Bottle labels 
still must state the percentage of 
alcohol in each product. The 
amendment on advertising was 
added in the Senate, accepted by 
House conferees, and adopted on 
the House floor without a _ record 
vote. 


The Treasury Department, which | 


administers federal liquor laws 
through its Alcohol Tax Unit, 
endorsed the advertising prohibi- 
tion as consistent with its practice 
of banning the use of the word 


“fortified” by wine advertisers. The 


ban on its use was circumvented 
to some extent by vininers who 
publicized alcoholic content per- 
centages. 


Uses Conservation Copy 


Puget Sound Power & Light Com- 
pany, Seattle, Wash., realizing that 
production curtailments will shortly 
make the household appliance busi- 
ness a war casualty, is now using 
advertising to show customers how 
appliances may be conserved. Typ- 
ical copy shows the careful house- 


wife cleaning range plates, keeping | 


electric cords unknotted, watching 
appliances for overheating, 
cating appliances, and_ relieving 
pressure on the rubber wringer rolls 
of a washing machine. 


Terry Named Director 


W. B. Terry, vice-president in 
charge of sales and merchandising 
of Julius Kayser & Co., Ltd., Mont- 
real, 
the New York company. 


Annand Directs CKTB 


Major James Annand has been | 


appointed manager of Station 
CKTB, St. Catharines, Ont. For the 
past six years he has been manager 
of CFRC, Kingston, Ont. 


lubri- | 


has been elected director of | 


on All Radio 


Construction 


| Washington, D. C., April 16. 
An immediate ban on all construc- 
| tion of radio stations was recom- 
|mended by the Defense Communi- 
cations Board today to the War 
| Production Board and the Federal 
| Communications Commission. 


| DCB asked that the following 
policy be placed in immediate 
effect: “No future authorization 


| involving use of any materials shall 
| be issued by the FCC nor shall fur- 
|ther materials be allocated by the 
-WPB to construct or to change the 
transmitting facilities of any stan- 
dard, television, facsimile, relay or 
high frequency, FM, non-commer- 
cial, educational or experimental 
radio broadcast stations.” 


To Howland & Howland 


The News, Ft. Lauderdale, Fla. 
|and the Sun-News, De Land, Fla. 
| have appointed Howland and How- 
| land to represent them nationally. 


Names J. F. O’Connor 


| John F. O'Connor has been 
named manager of Harpers Maga- 
zine’s Chicago office. 
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when you think of SPOTS 
... think of John Blair! 
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SHETLANDS PROMOTE TIP-TOP BREAD 


a,“ es Ne eee 


lo conserve vital 


metal the Mennen Com 
pany has voluntarily discontinued 
packaging Brushless Shave Cream 


in tubes. Glass jars are now being 


used. The price is the same (S0¢ } but 
you get more for your money — the 


new jar is 25". larger than the tube 


Rolfs, division of Amity Leather Products Co., West Bend, Wis., is introducing a 

MENNEN new line of billfolds for servicemen with counter and window displays and national 

advertising in Esquire and The Saturday Evening Post. A new Picture-Pak features 

a picture frame in the cover and the individual billfolds are embossed with 
various service insignia. 


POINTING UP SHEAFFER'S WHITE DOT 


TL SUEAITERY ne 


ae 


This wagon drawn by nine Shetland ponies was one of the promotional devices 
used in South Bend's nutrition drive last week. Sponsored by the South Bend 
outlet of Ward Baking Co. for Ward's enriched Tip-Top bread, the wagon and 


A recent survey revesied tha: move der 


team caused more than one traffic jam as small fry gathered to see the ponies. Rye a yaa : a 
(Story on Page |.) a ne leading le ‘ “ ne ‘ mi 
personal preference on the part of the 
PROTECTING THE U. S. HOME in SSO EN ie Sin ott Si 
standards of quality maintained in Mennen 
: — have Products foy ove: hall « century 
; 1 goes 1 = SARL OF OUTER BOY tangy 
‘ Glass jars are being used to replace 
tubes which formerly packaged its brush- 
less shave cream, The Mennen Co. will 
advise consumers in this color half-page 
— next month in Collier's, Life, Look and 
The Saturday Evening Post. Both the 
public and druggists will benefit from 
the jar, which offers more for the same 
price, the company says. Mennen advised 
Two ways to shoulder a home defense weapon feature this new 24-sheet poster, the druq trade last month of the pack- ( 
produced by Continental Lithograph Corp. for the Pacific Coast branch of aging shift, shortly before the WPB A magnifying glass focusses attention on the ‘Mark of Quality” in this window 
National Lead Co. It is being shown on boards in California, Oregon and Idaho. issued its tin tube trade-in order to all display produced by Forbes Lithograph Co. for Sheaffer's Lifetime pens and 
6 Erwin, Wasey & Co. directs the West Coast account. manufacturers and the public. pencils. Smaller die cut cards suggest suitable occasions for a Sheaffer gift. 
ruc- 
‘om- ANNUAL NEW YORK ART DIRECTORS CLUB AWARDS INCLUDE TOP-NOTCHERS IN ADVERTISING ART AND ADVERTISEMENT DESIGN 
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TRAVEL AT TOUR OWN RISK 
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AMERICAN OFF CO 

NY among the 1942 winners of medals and awards for excellence in the 2\st annual exhibition of adver- to Stevan Dohanos, for advertisement designed by Art Director John H. Tinker, Jr., for the Barrett Co. 
we. ‘9g art, announced last week by the New York Art Directors Club, were (top row, left to right) for through McCann-Erickson; posters, the Kerwin H. Fulton medal to J. C. Leyendecker, for poster de- 
TON ne magazines, distinctive merit award to Rollin C. Smith for advertisement illustrated by Melbourne signed by Art Director Bernard Trupp for American Oil Co., through Joseph Katz Co.; and color pho- 
Ives "indie for Fortune Magazine through N. W. Ayer & Son; black-and-white photographs, medal to Fair- tographs, medal to Victor Keppler, for advertisement designed by Art Director Harold McNulty for 
ail child \erial Surveys for advertisement designed by Art Director William Golden for Columbia Broad- Koppers Co., through Batten, Barton, Durstine & Osborn. The 300 subjects which were turned over 
— “asting System; and newspapers, distinctive merit award to George Krikorian, for advertisement illus- to the juries of awards had already been selected by the club's exhibition committee from among 4,000 


tated by the New York Times Studios for the Times: (bottom row) black-and-white illustrations, medal! proofs submitted last February by agencies, artists, photographers and others in allied fields. 
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Margaret Bourke-White is the only non-Russian or German who 
has photographed the Russian front. Memorable were her 
pictures of Stalin, the bombing of the Kremlin. Arriving in 
Moscowvia Chungking andHong Konz, shereturned fromm Arch- 
angel to England by convoy, flew back to the United States. 


fas 
7 taal 
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‘Robert Landry has probably spent more time 
with U.S. Pacific fleet since the outbreak of 
war than any other photographer. He took 
LIFE’s pictures of the U.S. Navy’s sensational 
raid on the Gilbert and Marshall Islands. 


Cari Mydans, who was captured in January by 
the Japanese at Manila, is one of the most 
famous photographers of World War II. He 
covered four wars in two years—in Fiz!and, 
France, China, and then finally the Philippines. 


Ralph Morse, 24, youngest photographer on the 
LIFE staff, has been in Hawaii for the past two 
months on war assignment. Earlier he worked 
10 days at Fort Benning, Ga., photographing 
the story on “How to Shoot a Machine Gun.” 


Eyes 
for the Minds 
of America 


Alfred Eisenstaedt, shown at a baby contest, is 
one of the world’s great photographers. A spe- 
cialist in people and patterns, he took LIFE’s 
story on West Point which won first prize 
as the “best educational story”’ of the past year. 


David Scherman is now on assignment in Lon- 
don. Rescued from the ZamZam, he got ex- 
clusive pictures of sinking and German raider. 
He took the beautiful enactment of “This 
Above All,” and the A.E.F. landing in Ireland. 


Hart Preston arrived last week in Ankara, Tur- 
key. He took outstanding pictures of the Pan- 
American Conference at Rio. He flew 8,000 
miles up the Amazon with Brazil’s President 
Vargas, and covered Chile’s Fifth Column. 


William Shrout who did LIFE’s recent picture- 
story on “Florida at War” joined LIFE’s staff 
in 1940 after having set a record by taking 2 
out of 3 successive “Pictures of the Week.” 
He covered Willkie’s presidential campaign. 


HAVE a clear understanding of the war, 

Americans must see how the fighting goes 

—the battlefields, soldiers, weapons, geog- 
raphy, people, cities, industries. 


To have a satisfactory goal, Americans 
must see what the fighting is for, all the 
manifestations of democracy and our way 
of life. 


LIFE shows these things with all the 
reality, simplicity, and scope of life itself 
—so that every issue is eagerly and easily 
read by 21,900,000 people. 


To do this job requires a large, far-flung 
staff of photographers, writers, and editors. 


Here, for example, are 17 of LIFE’s staff 
photographers. They are a few of the hun- 
dreds of LIFE cameramen and reporters on 
assignment in this country and abroad, get- 
ting the pictures and writing the stories that 
you'll see in LIFE next week or next month. 


George Rodger, one of LIFE’s photo-reporters, 
now with British armed forces in Burma, did 
words and pictures about the American “Flyin: 
Tigers” which appeared recently in LIFE, spent 
20 months in Africa, the Middle East, India 


Frank Scherschel, one of LIFE’s newest pho- 
tographers, did the recent photographic essay 
in LIFE on the assembling of an air task force, 
is now on special war assignment. He pr 

viously did most of his work in the Middle West. 


I 
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Each week they send approximately 3,000 a p 
pictures and more than 50,000 words of news Pe. jal 
dispatches to the desks of LIFE’s editors. 


It is through the skill, ingenuity, intelli- 
gence, and world-wide teamwork of these 
men and women in the field, and LIFE’s 
editors, writcrs, and researchers, that LIFE 
fulfills its continuing purpose of being the 
“Eyes for the Minds of America.” 


Wallace Kirkland returned last month to Aus- 


William Vandivert just returned from the Brook- 


lyn Dodgers’ Cuban training camp. From 1939 
to 1941 he was LIFE's chief European photog- 
rapher, covering Blitz on London, R. A. F. 
sorties, and the British defenses at Gibraltar. 


ican Family at War.” Phillips knows war and 
its impact on people from four years in Europe 
where he took LIFE’s Polish Essay, covered 


tralia where he had been on assignment mich 
of last year. He also spent six months in India 
where he set a record for pictures talzen on 
a single job—he took more than 3,000 of thm. 


the occupations of Austria and Czechoslovakia. 


Bernard Hoffman,nowcoveringthe HomeFront, Thomas D. McAvoy, LIFE’s top Washington Peter Stackpole, who spent three weeks on an aircraft carrier George Strock has spent the last 6 months oY 


started as an office boy in LIFE’s New York 
office. He photographed Winter in Maine, took 
LIFE's color pictures of Rockefeller Center. 


man for 4 years, has photographed the Presi- 
dent oftener than any other cameraman. He 
was first to photograph U. S. Senate in session. 


snapping our Navy's air force, was among the first members 
of LIFE’s staff and one of the first specialists in candid photog- 


raphy. Heisprobably best known for pictures of Hollywood stars. 


ering the Home Front. Among his jobs ar th¢ 
close-up of typical Army Private Teed, “-™Y 
Vehicles, Gulf shipping, fall of France pic! 
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